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SELL ...THE FENCE OF Zosmoriow 


@ Electro- galvanizing! A new way of zinc coating fence wire. A way that greatly prolongs 
fence life. It is the way of the future—available today—in the new Republic Fence. Electro- 
galvanizing adds to Republic Fence many important factors of quality and value. For 
example, it applies a multiple, not just a single, zinc coating. It is the on/y method by which 
a coating can be applied of long-lasting pure zinc, all the way through. It is the only method 
that can be depended upon to apply a zinc coating of uniform thickness at a// points. This 
modern zinc coating is tough, pliable, adhesive — not brittle and fragile. It is of unpolished- 
silver appearance—not dull. It is applied to copper-bearing—not plain steel wire ...The 
new Republic Fence offers all these important advantages — plus advertising of leadership 
caliber — at no added cost. Write for attractive dealer proposition and new catalog —today. 


REPUBLIC STEEL CORPORATION wire pivision) 


(General Offices: Cleveland, Ohio) 


7850 South Chicago Avenue, Chicago, Illinois . 


~ 





MULTIPLE ZINC COATING 


You're looking at a cross-section of the 
zinc coating on Republic Fence wire, 
magnified 500 times. Note that the new 
Republic Electrical Method actually ap- 
plies a multiple zinc coating—not just a 
single coating. Each of these coatings is 
knitted to the other, gradually building 
up electrically, atom by atom, a heavy, 
uniform zinc coating that affords better 
protection to Republic Fence wire, just 
as several lighter coats of paint give 
better protection than a single coat to 
your automobile or your buildings. 


Republic Fence is 


sold through job- SR) // 
bers and properly Ef ; i; 
equipped dealers. é Yi, 
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THE NAME THAT MEANS 


SECURITY AND 
DEPENDABILITY 


-TO YOUR CUSTOMERS, AND 


PROFITS TO YOU 


Everywhere hardware dealers are 
profiting by the quick turnover of the 
YALE line! 


Some profit more than others. Why? 
Because by prominently displaying 
the YALE line they take full advan- | 
tage of YALE advertising and repu- 
tation...and they naturally cash in | 
on the prestige and public accept- 

ance of YALE products! 


Follow the lead of these money- 
makers. Feature the YALE line 
of locks, door closers and other 
products. 


@ We have devised attractive merchandising dis- 
play boards containing comprehensive assortments 
of YALE padlocks, Auxiliary Locks and Cabinet and 
Trunk Locks. Call your jobber or write to us direct. 


There ace YALE LOCKS 
and DOOR CLOSERS 


por all teguirements aes 





CABINET LOCKS 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 
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§. YOUVE SOLD REPUBLIC STEELS 













@ June —and brides — bring thoughts of 
cooking utensils —and the thought that 
you’ve probably sold many pieces made of 
Republic steels. 

Many leading manufacturers use Toncan 
Iron Enameling Stock as the base metal for 
their enameled ware — others use ENDURO, 
Republic’s Perfected Stainless Steel, for 
utensils and cookers of various types. Why? 
Because they know through experience that 
they can depend upon Republic quality steels 
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to give complete satisfaction in the finished 
products that bear their names and de- 
termine their reputations. 

Why don’t you follow the same practice 
on the standard “‘bread-and-butter”’ items of 
the hardware business — pipe, sheets, roofing. 
fencing, bolts, nuts, nails and staples? To a 
customer a bolt, for instance, is a good bolt or 
a poor bolt. He doesn’t praise or condemn 
the manufacturer — it is you that he judges 
by the quality of the products you stock. 

Ask your jobber to show you the line of 
Republic steel products for the hardware 
trade — they’re just as reliable as the steels 
Republic furnishes to manufacturers of prod- 
ucts with national reputations for quality. If 
your jobber doesn’t stock Republic prod- 
ucts, write us for information and the name 
of your nearest distributor. 








GENERAL OFFICES... CLEVELAND, OHIO 
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Ever find it slow to figure the selling price of a hundred feet of rope when you sell it by 
the pound? That is one of the things the Columbian Automatic Chart instantly does for 
you. It has the added advantage of figuring mark-up on any article you sell. And it also 
gives you a complete strength and weight chart for Columbian Rope. 


CALCULATES SELLING PRICE FOR ALL SIZES FROM 3/16” TO 112” 


Let us say you have a call for 100 feet of %” Columbian Tape-Marked Pure Manila Rope 
and your selling price is 28c a pound. Turn the disc until 28 appears in the slot at the top 
of the chart and glance down the column opposite %”. The price to the customer is $1.15. 
For 1” rope it is $7.56. It's as simple as that. No figuring necessary. 


FIGURES ANY DESIRED MARK-UP— 
PROVIDES WEIGHT AND $TRENGTH CHART 
On the reverse side of the Columbian Automatic Chart is a scale which makes it easy to 
figure mark-up. Turn the disc to the cost price in bottom slot, then look opposite percentage 
of mark-up desired on top scale and yow have the correct selling price. On the back also 
you will find a weight and strength chart for Columbian Rope that is certain to be useful. 


You can get this handy chart without cost—provided you handle Columbian 
Rope—by merely writing us and giving your jobber’s name. Ask for the 
Columbian Automatic Chart. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee St. 
Auburn, “The Cordage City,” N. Y. 
Branches: New York Chicago Boston New Orleans 






COLUMBIAN siiw«ROPE 
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RUBBERSET MEETS WIDE-SPREAD 
DEALER DEMAND FOR WALL BRUSHES 
TO SELL FAST AT 50¢ TO $1 
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Order this timely, High-Profit Rubberset 
Deal now-the quantity’s limited! 


PEED up your wall brush turn- 
S over—step-up your wall brush 
profits — stock-up on Rubberset’s 
timely new low-price line! Here are 
three brand-new models to sell for a 
dollar, seventy-five cents and fifty 
cents, but they look and act like big 
money. Each brush in this deal fills 
a nationwide need for quality at 
small cost. Each has not only “‘looks”’ 
—it has a genuine stamina and 
sturdiness to spare! 

Rubberset suggests a retail price 


of $1.00 on the 4-inch brush and a 
75¢ tag on the 34-inch model. The 
3-inch brush is worth 50¢ of any 
painter’s money. The handles of all 
these brushes are finished in hand- 
some red-and-gold lacquer. Only the 
finest Chinese bristles are used. And, 
of course, they’re set permanently 
in hard, unyielding rubber by the 
famous Rubberset Process. The 
bristles can’t come out! 
Rubberset’s new line is exactly 
the seasonal sales-winner your pop- 


Insist on Genuine 


ular-priced brush business needs! 
Order assortment No. 736 today. 
14 dozen of each size in a sell-on- 
sight counter display container. It’s 
ready for immediate delivery — ready 
to bring you high and heavy profits. 
When you order, check up on the 
rest of your Rubberset stock, too. 
Be sure your store is ready to meet 
the demand. Rubberset Company 
will be glad to supply any informa- 
tion you may want. Inquire direct 
to the factory or to your jobber. 


RUBBERSET PAINT BRUSHES 


(TRADE MARK) 


THE RUBBERSET COMPANY - ESTABLISHED 1873 » NOW UNDER THE OWNERSHIP OF BRISTOL-MYERS CO. 
56 FERRY ST., NEWARK, N. J.* 37 SOUTH WABASH AVE., CHICAGO - 1534 SOUTH OLIVE ST., LOS ANGELES 
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TENNESSEE COAL, IRON & R. R. COMPANY 


Z. 


CARNEGIE-ILLINOIS STEEL CORPORATIO 


Birmingham 
STEEL & WIRE COMPANY 


Pittsburgh and Chicago 
COLUMBIA STEEL COMPANY 


AMERICAN 


Chicago 





San Francisco 
UNITED STATES STEEL 


TS COMPANY, New York, Export Distributors 
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OF ROOFING SHEETS 
EVERY YEAR! 


Part of this money is spent in your 
community-—do you get your share? 


And back up this strong sales story by stocking 
good steel sheets! 

Quality steel sheets give the lasting satisfaction 
that makes lasting friends of customers. They estab- 
lish your reputation in the community—make it 
certain that you’ll get your share of this tremendous 


Steel sheets meet every roofing and siding require- 


ment: 


1, Only stee/ sheets combine every protection against 
fire, lightning and weather in one low cost material. 


2. Good steel sheets last a long time. 
business every year. 


3. Their upkeep cost is low. . 
iti. Stock USS Sheets and you can be sure of quality. 
They are true gauge. Full honest weight. Uniformly 
ae coated with pure zinc to resist corrosion. Close fit- 
5. They save money —on repairs and replacements. : CE! 
‘ , oie ; ting. Easy toapply. Allstyles—corrugated, V-Crimped 
And steel-roofed buildings always take low insur- : ; ie 
i : :’ or flat—in Standard Open Hearth or rust-resisting 
ance rates. je 
B USS Copper Steel. Also stock Tenneseal Roofing, 


Talk up these advantages to your customers. with its four exclusive leak-proof features. 


4. They are easy to put on. 
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COLORS call cecsLlomers / 


@ Eye-appeal is buy-appeal! These 
brilliant, color-banded Osborn “Brush- 
Dusters” have it! There are 5 lines. 
Each line has its own striking color 
on raised band .. . an exclusive 


feature. Full range of popular sizes 


in each line. Osborn top quality at 
sales-stimulating prices. Pep up your 
profits! Ask your Osborn Brush whole- 


saler. If unknown to you, write... 


THE OSBORN MANUFACTURING COMPANY 


5401 HAMILTON AVENUE * CLEVELAND, OHIO 


Sales Offices: New York « Detroit +» Chicago e San Francisco 
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It Locks the Joints logether Permanently 


cThe KW 
LOCK JOINT 


TROLLEY TRACK 


Cisk for R-W 
LOCK JOINT TRACK 


Regardless of its length, your tightly that hangers operate 
trolley track can now be made smoothly and trouble-free. 
practically a one-piece track, by The R-W Lock Joint can be ob- 
using the R-W Lock Joint. tained only with trolley track 
A perfected product of Richards- carrying the R-W trade mark. 
Wilcox, it locks the joints so Ask for it by name. 


Hangers and Tracks made in standard sizes to meet all requirements 


Richards-Wilcox Mfg. C. 


“A HANGER FOR ANY DOOR THAT SLIDES” 
AURORA, ILLINOIS, U. S. A. 


pao New York Chicago Boston Philadelphia Cleveland Cincinnati Washington, D.C. 
“Quality leaves Indianapolis St.Louis New Orleans Des Moines Minneapolis Kansas City 
its imprint” Los Angeles SanFrancisco Omaha _ Seattle Detroit Atlanta Pittsburgh 
Milwaukee Richards-Wilcox Canadian Co., Ltd., London, Ont., Montreal, Winnipeg 


Branches: 
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SHOP THE NEW Ghd 


MERCHANDISE 


of America’s 
Creative 
Manufacturers 







at the 
MERCHANDISE MART 


HOUSEWARES and MAJOR 
APPLIANCE MARKET 


INCLUDING TOYS and WHEEL GOODS 


JULY 5-17 















setting merchandise, the money merchandise, 
for fall and winter. 

Whether you buy for a million dollar store or 
for one of the thousands of successful smaller 
stores, here is your one principal market plus 
four other great markets, all dovetailed together 
to give you not just part of the picture, but the 
complete ensemble . . . under one roof, so 
you can analyze and compare and know that 
you're right. Now is the time to 
write for registration blanks. 


Hundreds of trucks 
and freight cars are 
bringing a steady 
stream of new mer- 
chandise for the 
July Market. 





FIVE GREAT 
INTERNATIONAL 
Attend this all-important market. . . America’s HOMEFURNISHINGS 
creative leaders will be here, ‘with the pace- MARKETS 


The Merchandise Mart Furni- 
ture Market 


The Merchandise Mart Floor 
Covering Market 


The Merchandise Mart Lamp 
Market 

Housewares and Major App 
ance Market, including Foy 
and Wheel Goods 


12th Semi-Annual Curtain 
nd Drapery Exhibit (spon- 
sored by the Chicago Drap- 
ery Manufacturers Associa- 
tion July 5-16) 








THE MERCHANDISE 
MART «+ CHICAGO 


THE GREAT CENTRAL MARKET e WELLS STREET AT THE RIVER 
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In Sale of Boxed Sandpaper 


Every day, more and more Hardware Dealers swing to the NEATPAK 
Box — pioneer in modern, efficient sandpaper packing . . . The box 
that first brought sandpaper, the universal tool, out of the back 
room into the full light of a front-store display ... Just try one 
carton of assorted grits—one box each of 8 Grit Numbers — and 
prove for yourself the advantages of NEATPAK ... CLEAN FLAT 
SHEETS ... no more dirt-catching, curly paper ... EVERY GRIT 
IN ITS OWN BOX, PLAINLY MARKED ... protected from waste 
and loss, easy to find, easy to inventory ... BRIGHT, COLORFUL 
DISPLAY ... out in front, a silent salesman ... PILE THEM AS 
HIGH AS YOU LIKE—EVERY TRAY SLIDES FREELY... Ask 
your Jobber’s Salesman for BEHR-MANNING NEATPAK, or write 


for illustrated price list and discount schedu)~. 


EMERY CLOTH — This machinist’s standard metal polishing 
cloth—an old time staple in the Trade—is quire-wrapped 
with the familiar blue stripe down one side and end for quick 
identification. A true BEHR-MANNING QUALITY product. 





HA 637 


BEHR- MANNING 


lol, me] a lel 380], mae], 


TROY, N. Y. and 15 BRANCHES 
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Defies Weathering on 3 Counts 


This year Pittsburgh Fence Dealers are giving more 
for the money. They are getting more fence business 
because they are offering a premium grade wire at 
regular prices. In fact, this is the same triple rust- 
resistant wire that railroads and other industrial users 
have been buying, at higher prices and in special lots, 
to meet severely corrosive conditions. 

Laboratory analysis and photomicrographs of 
premium grade “Pittsburgh” Fence reveal that it 
achieves its extraordinary durability by a combination 
of three rust-defying elements, as follows: 

1. A base metal of genuine, full content copper- 
bearing steel which will give full service for 
many years even after the protective surface 
coatings have disappeared. 

2. A bonding layer of non-rusting zinc-iron alloy, 
which fuses the outer coating to the base wire. 


3. A heavy outer coating of pure zinc which long 
remains impervious to weathering. 
Added advantages of the special hot dip method of 
processing this premium grade “Pittsburgh” wire are 
(1) the dense, glossy finish of the outer coating and 
(2) the uniformity of the coating whigh has no rust. 
‘inviting thin spots. 

Fence buyers, your customers, are reading about the 
time proved durability of this premium grade “‘Pitts- 
burgh” wire that now sells at regular grade prices, and 
they are being convinced of the extra value and longer 
life that “Pittsburgh” alone offers. This simply means 
that you will sell more fence and win more goodwill 
by giving your customers the fence with the bonus 
value. Write today for full particulars about premium 
grade “Pittsburgh” Fence. Profit possibilities are 
really big. 


PITTSBURGH STEEL CO., 1639 GRANT BLDG., PITTSBURGH, PA. 
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stations he has acquired. 
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Mr. Librett’s National System has proved so successful 
that he has installed similar systems in two service 
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“BEFORE installing a modern National System,” says 
Mr. Librett, “I had purchased, at different times, 
three systems in the vain hope that I could apply a 
cheap store system and get the control and information 
I needed. 

**After the installation of our modern National Cash 
Register System, our motto ‘spend to save’ struck home 
to us. For it saved the salary of one employee, in- 
creased our sales efficiency, and prevented losses from 
various causes. 

“Separate cash drawers and separate totals for each 
salesperson make the register really a combination of 
several—one for each salesperson. This makes each 
man responsible for his own records and the money 
he handles. And I know daily just how much each 
man is selling. 

**Now I have a dependable way of knowing that each 
transaction is correctly recorded, for I have a means 
of supervision at the time the transaction occurs. And 
through printed figures on the sales slips, and on the 
register’s record, I have a permanent audit always 
available. 

“I especially like the separate department totals 
that this system provides, showing me just what is 
taking place in each department. This helps me direct 
my attention where needed and allot space on the basis 
of the most profitable lines.” 

This same National “three-way control” — over 
salespeople, departments and transactions — is help- 
ing many hardware merchants to bigger profits, be- 
cause it uncovers leaks, losses, and unprofitable lines 
by furnishing the information needed to stop them. 
Ask our representative how such a system will help you. 


Mélonal Cash Register Ce 


DAYTON, O 
Cash Registers ° Posting Machines ° Analysis Machines 
Typewriting-Bookkeeping Machines ° Bank-Bookkeeping Machines 
Check-Writing and Signing Machines ° Postage Meter Machines 
Accounting Machine Desks ° Correct Posture Chairs 
15 
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S the years go by and one harvest follows another, 
MYERS HAY UNLOADERS continue in popular 


favor with farmers everywhere. 


FIG. 2936 


With their remarkable record for dependability, 
speed and efficiency in the unloading of hay or grain 
from the rack into the mow or onto the stack, they 
have gained a prestige among farmers that is difficult 
to approach by others. 


As ever, hay remains one of the most important 
of all farm crops. Prices have been exceedingly 
favorable. Acreage will be greater perhaps 
than any recent season. Not in years has the 
outlook been so bright for Myers Unloader 
sales. And dealers who are ready with a com- 
plete line of Myers Unloaders as well as Myers 
Forks, Slings, Pulleys, Tracks and Fixtures 
will again cash in when hay and grain start 
to move from the fields. 


Orders already booked are heavy. Antic- 
ipate your requirements by placing your 
specifications with us today. FIG. 2742 











FIG.2743 
FIG. 2054 


mF.E.MYERS & BRO.¢9. 
ASHLAND, OHIO. 
PUMPS-—WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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Profit Opportunities 
Greater than Ever! 






e Norge distributor in your 


aati d_ talk washers and| Oy There are tremendous profit oppor- 
territory cae hear the most amaz" tunities in washers and ironers—if 
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a story that’s as true as i 
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SEE THE DIFFERENGE + SELL THE DIFFERENCE » POCKET THE DIFFERENCE 


Commercial) « GAS AND ELECTRIC RANGES « NORGE DIVISION Borg-Warner Corp., WHIRLATOR OIL BURNERS e FINZ-AIR 


WASHERS AND IROMERS « GAs BURNERS — 606-670 E. Woodbridge St, Detroit, Mich,  [WRNAGE® » COAL STOKERS « aim conb1 
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TWO important reasons why Jobbers 




















and Retailers prefer eS rivets — 


1 BECAUSE that portion of our product 
which is adaptable to the hardware trade is 
marketed exclusively through recognized Hard- 
ware Jobbers. This policy definitely eliminates 


unfair competition and allows the Hardware 





trade to recommend and sell our product without 








fear of cut prices. Thoughtful buyers appreciate 


that policy of price protection. You'll find them Tl No. 1B.P. No. 3B.P. 
“as Dia. Hd. 5% Dia. Hd. '@ 
specifying T R & S RIVETS! Die. Body 5 I Dia. Body 3% 


9 BECAUSE the quality and efficiency 
of TR&S RIVETS have been thoroughly 


proved for more than half a century. Careful 





craftsmanship, long engineering experience, 
modern equipment — these factors guarantee 


— the continuous unfailing service of our products. 


Dia. Hd. *%, ' Every TR & S RIVET is guaranteed perfect, is 
Dia. Body % 





No. 1 TUBULAR 
Dia. Hd. 54 
Dia. Body %%j 


T 


accurately drilled — drives easily, clinches 


smoothly, and is not brittle. Remember — when 


you sell TR &S RIVETS you're selling the BEST! 


TUBULAR RIVET & STUD COMPANY 
| BOSTON e MASSACHUSETTS 





Western Coast Rep. 
T. C. DE LOACH 
Postal Tel ph Bidg. 
San Francisco, Cal. 


Southern Rep. 
CAVERT AND LIPSCOMB 
shville, Tenn. 
Dallas, Texas 
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Andf wow... SCHALK CHEMICAL COMPANY 


PRESENTS, WITH PARENTAL PRIDE, THE 
NEWEST MEMBER OF ITS FAMOUS FAMILY: 
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There must be a reason for this 
wide popularity! 


yee everywhere are being given 
a modernization treatment by the in- 
stallation of the No. 900 National Door 
Set. This scientifically designed garage 
door equipment brings new efficiency to 
old garages as well as new. It is amazing 
how smoothly and with what little effort 
the doors glide up with a slight lift and 
roll safely overhead, free from damage, leaving full use of the entire floor area. 


No. 900 National DOOR SET 


has long been the favorite of leading builders everywhere who appreciate the 
pa distinct advantages incorporated in this modern set. 





A private garage installation 


Vertical springs acting in conjunction with enclosed pulleys 
furnish the door action. Doors have rabbeted joints to ex- 
clude moisture and are furnished fully glazed and with most 
of the hardware already mounted in place. Installation is 
quick and simple. There is a wide variety of sizes to ac- 
commodate practically every size of door opening. 
















Every hardware dealer should stock these fast-selling door 
sets. They have proved their practicality wherever installed. 
Full particulars will be gladly sent to prospective dealers. 


National Builders’ Hard- 
ware is sold direct to the 
retail dealer—a_ policy 
that promotes quality, 
service and direct selling 

cooperation. Doors 8 feet wide by 7 feet high Easier to heat Ample space above car 


NATIONAL MANUFACTURING COMPANY $7ERUING 
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are open. 


2 CIRCULATES heat throughout the 


room when Heat-Reflector Doors are closed. 





Coleman Heaters are “the sellingest line of heaters ever’’, say dealers 


HEATING SERVICE 


iy 
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i ‘ z 

i 

H o Tee. 
f ; 


1 RADIATES heat into FOCUSED COM- 
FORT ZONE when Heat-Reflector Doors 





who know. The 1937 models have different and unusual operating and 
convenience features, all of which are not found in any other similar 
type of home heating equipment. Here are four big features found 
on all Super-Standard Models: 


1—Heat-Reflector Doors 3—Coleman Fuel-Saving Burner 
2—Heat-Radiating Fins 4—Large Volume of Warm Air Circulation 


Other distinctive features help make sales easier, turnover faster— 
cause Coleman Heater dealers to “sing a song of profit”. A complete 





line of eight models satisfies every heating need. And this 
year’s market is bigger than ever before. A huge volume of 
orders in advance of the season indicate Big Business ahead 


in Coleman Heaters. 


Plan now to get your share. Investigate Coleman Oil 
Burning Heaters. Ask for prices, discounts and complete 
new catalog showing the full line in actual colors. Get the 
dope on profit margins—sales plans—and the fine strong 
line of retail sales helps. Write now — get set for a big 
heater season with Coleman. 


THE COLEMAN LAMP AND STOVE COMPANY 


MODEL NO. 822 Wichita, Kans. ¢ Philadelphia * Chicago * Los Angeles (op7 
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MODEL NO. 821B 

(Super-Standard) 
Heat-Reflector Doors. 
Two-tone brown Duro- 
plastic Enamel Finish. 


MODEL NO. 828 





21 











Using the Marvelous 
New Tillage Steel 


EM, CROSS’: 


INGERSOLL PROCESS STEEL 


We roll this specially processed steel in our own 
mills. It has an interlocking mesh-grain struc- 
ture. The finished product, instead of having 
a one-way grain, has a cross-grain which resists 
splitting and curling to a remarkable degree. 








YOULL FIND THEM 
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BUILT INTO THESE SHOVELS 


Your customers will be quick to discover the extra value and longer life 
you offer them in Ingersoll Shovels. With blades made of the new 
TEM-CROSS type of tillage steel, the annoyances of splitting and curling 
are practically eliminated. That is why Ingersoll Shovels stand up in 
hard service and “take it on the nose.” Light to handle and balanced 
perfectly, they are favorites wherever used. 

Available in all types and grades for every purpose, and in a price range 
to meet competition. Round or square point shapes, black or polished 
finishes. (The Alloy, A and B Grades are heat-treated.) 


Write for Catalog and further information. Address Dept H.A. 


INGERSOLL STEEL & DISC DIVISION 
Borg-Warner Corporation 
New Castle, Indiana 


INGERSOLL SZ.4 


‘“"“THE INDEPENDENT LINE’’ 


New York Representative: Dunn & Bryan, Pacifie Coast Representative: Midwestern Representative: C. E. Bullock 
44 Murray St., New York, N. Y. John F. Kegley & Son, Bor 358, Galesburg. I, j 
New England Representative: (. Tracy Smelzer, 737 Terminal St.. Southern Representative: G. M. Baird & Co., 


110 State St., Boston, Mass. Los Angeles, Calif. 564 Randolnh Bldg., Memphis, Tenn 
Maryland Representative: K. L. Wilson, 512 N. Eutaw St., Baltimore, Md. ™ iin 
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FLORENCE 


HEATERS 








Blan your Heater Profits 20tw/ 


Winter always comes! ... And this new beauty, greater comfort and con- 
year, along with cold weather, it will venience, in types and sizes to meet each 
bring a bigger demand for dependable need and pocketbook. 

%.. Oil heat. Now is the time to look at Florence, 
Be ready for a profitable heater busi- the line backed by 65 years’ experience, 
ness this fall. We are—with a line of endorsed by leading testing laboratories 
Florence Oil-burning Heaters bigger and —with advertising and selling helps that 
=<~~-better than ever before: new models, speed turnover for you. 


—_—_S 





FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, Mass.; 
Western Offices and Plant, Kankakee, II1.; 
Sales Offices: Merchandise Mart, Chicago; New 
York, Boston, Atlanta, Dallas, San Francisco. 





23 


JUNE 3, 1937 














A Powerful Extra Selling Help... 


FREE INSURANCE <M 






MODEL L137 







OC es pear 
> q 
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MODEL MO37 
*% A ERERING 
















Silver Kings come in 9 
models, retailing at $31.95 and 
up, f.0. b. Chicago. Above, Model M137 


Y special arrangement with one of the largest insurance companies 
in the world, Silver King enables you to include free insurance 
against fire and theft for one year, with every Silver King. 


This involves no “red tape.’ The insurance policy is attached to 
every bicycle. To make effective, the purchaser merely fills in and 
mails. If time-payment sale, you hold duplicate of policy till final pay- 
ment—thus receiving added protection. 
















Against the cost of an individually-purchased policy, your customer MODEL M537 


saves as much as $5.00—a powerful additional reason for selecting a oe TERR 
Silver King. 


With exclusive engineering, styling, accessories, features, and con- 
sistent national advertising, Silver King makes it easy for you to re- 
place low-profit sales with Silver King full-profit sales. Your customer 
can readily see the difference in value. If you do not stock Silver 
Kings, see your distributor now, or write Monark Silver King, Inc., 
1240 North Homan Avenue, Chicago, Illinois. 


See the June 5th SATURDAY EVENING POST and June BOYS’ 
LIFE for the latest Silver King national advertisements 


Aluminum Streamlined 





SILVER KING 


wilt@n wmpees INSURANCE ON ALL M@SPELS 
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A FRIENDLY | 
WORD OF ADVICE 


... Plan now for bigger business in 


I-E-S Better ~_ Lamps this Fall 


Demand for I. E. S. 
Better Sight Lamps this fall 
will be at white heat. Over 
100,000,000 advertisements, 
a larger campaign than ever, 
will tell the public why 


they should b uy la mps “Customers are asking for 
lamps with this tag” 


with the certification tag. 


New ideas, new styles, new finishes 
have been created to speed fall 
sales and will be introduced at the 
Lamp Shows. 


The new “Seeing is Believing” 
demonstration technique. . . the 
insistence of the public on tagged 
lamps... everything points to a 
record-breaking Fall. 


So consider the following facts and 
you will see why it is necessary to 
place orders for I. E. S. Better Sight 
Lamps early. 


FACT 1 There was a national famine in 
I. E. S. Better Sight Lamps last Fall. 
Manufacturers worked 24 hour shifts 
and could not fill orders. This year’s 
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demand promises to exceed 

my last year’s. 

FACT 2 1937 sales show a 52% 
increase over 1936 up to April 
30th. 

FACT 3 Eight months’ demand 
cannot be crowded into three 
or four months’ manufactur- 
ing time. 





FACT 4 Your lamps must be literally 
made to order. Wide selection of 
shades and finishes prevent build- 
ing advance stocks. 


There are plenty of lamps for every- 
body now...and there will be plenty 
for everybody this fall if orders are 
placed early enough so that manufac- 
turers can start making lamps in July. 


So get in touch with your I. E. S. 
Better Sight Lamp Maker, place a 
non-cancellable order and specify 
shipping dates. Then you will be 
sure your requirements will be taken 
care of while present prices prevail. 


I. E. S. BETTER SIGHT LAMP MAKERS 
2116 Keith Bldg. * Cleveland, Ohio 
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HANDLE 


Lustrous black 
DURALLOY—a 
new, highly-in- 
sulated materi- 
al. Won't break. 
Streamlined de- 
sign provides a 
thoroughly firm 
G-R-I-P. 


BLADE 


Chrome Vanadi 
um Alloy Spring 





Tempered Steel. 
High polish, ae 
rust-proof finish. 














Blade embedded ind removes tines nekeane Semaas ‘! Maeedth tajadein 
in DURALLOY with half the in those hard-to ae is fingers cad hone 
Handle—cannot effort at places 
loosen. 
e 

Drives Screws Easier In Those Hard-To-Get-At Places 
NON-SKID @ If you've ever cussed the performance of an ordinary 
POINT screw driver, you'll fully appreciate the way the patented eoreeanay 


The exclusive, 
patented fea- 
ture. Won't slip. 
Chrome treat- 
ment on Point 
assures long, 
durable wear. 


PATENT NO. 1,738,405 
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POINT of the Non-Skid stays where it is put after you once 
place it in the screw slot. 


The 5 outstanding features of the modern Non-Skid Screw 
Driver are shown in the above small pictures. These are the 
reasons why carpenters, home owners, mechanics and elec- 
tricians are buying a second and a third Non-Skid—all pro- 
viding the Dealer with fast stock turnover, and profit. 


Have you tried a Non-Skid for yourself? Order a sample from 
your Jobber, or from us direct. Write today! The Bridgeport 
Hardware Mfg. Corp., Bridgeport, Connecticut. 





Show the Non-Skid and 
you'll sell it. This mod- 
ern 3 color Display for 
your Counter and Win- 
dow — FREE — with 
money-making Assort- 
ments. Ask your Job- 
ber today. 
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MOMBBER ONE IN A SERIES OF THREE ADVERTISEMENTS EXPLAINING 


CRESTOLOY PLIERS 
ARE SUPERIOR! 


7 









lar j 
of 15 popu : 
we ns which 
comprise hhh 
Crestoloy Plier 


line. 







DEALERS: Ask for reprints 
of this series of 3 ads for 
your salesmen. They can 


SELL with them. 











@ CRESTOLOY PLIERS are revolutionary in many respects. First 
of all, their various designs all incorporate new featunes — trim- 
mer lines, better balance, greater utility. And one thing that 
makes these new designs possible, beyond the broad experience 


of Crescent designers, is the material itself. 


Crestoloy Steel, is exclusively Crescent’s. Developed by Crescent 
engineers working with leading metallurgists, this steel is the 
strongest and toughest ever used in plier making. And Crescent’s 


exhaustive, individual tests definitely prove that point. 


Throughout every stage of manufacture, Crestoloy Pliers are 
built and processed the quality way. For instance, all holes 
are drilled instead of being punched — heat-treating is done in 
closely-controlled, hardening furnaces. And in spite of all this, 


Crestoloy Pliers cost little, if any, more. 


CRESCENT TOOL COMPANY - - JAMESTOWN, N.Y. PRECISION MANUFACTURE 
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LOUISIANA DECISION- 

The U. S. Supreme Court has 
approved, by a vote of 4 to 3, the 
Louisiana Chain Store Tax Law. 
This law provides a sliding scale 
of tax levies—from $10 to $550 
per store and bases its levies on 
the total number of stores oper- 
ated in a chain, regardless of 
their location within or without 
the boundaries of Louisiana. It 
is a startling and effective devel- 
opment in the fight against chain 
store competition, through special 
taxation. It is a further step in 
the recognition that chain store 
operators have enjoyed unwar- 
ranted privileges and advantages 
that are not in the public interest. 
The approval of this Louisiana 
law will encourage similar strin- 
gent tax measures on chain stores 
in other states as the Supreme 
Court approval is applicable to 
all states. The Great Atlantic & 
Pacific Tea Co. led the appeal 
fight against this law and was sup- 
ported earnestly by a large group 
of other major chains. In the 
course of the court procedure an 
A & P spokesman is quoted as 
saying that if this law were sus- 
tained it sealed the doom of the 
national chain. I hope he is right 
and many of our readers will 
share this same view. I have often 
been a little doubtful about the 
usefulness of chain store taxation, 
believing such extra tax levies 
insufficient to seriously hamper 
chain store operations or suff- 
cient to offset their buying ad- 
vantages. However, it is increas- 
ingly clear that legislative relief 
from such competition must em- 
brace tax laws, an amended Pat- 
man law and a further spread of 
fair trade laws to the 48 states. A 
more detailed report on the im- 
portant Louisiana Chain Store 
Tax Law Decision appears in this 
issue on pages 46 and 47. 


BITTER BILL— 

The Supreme Court’s approval 
of the Louisiana Chain Store Tax 
Law is a most bitter pill for the 
chain store interests to swallow. 


JUNE 3, 1937 


Just Among 


Ourselves 


By CHARLES 


Har 


ba 


Coming as it does at this particu- 
lar time, this decision somewhat 
offsets the equally bitter disap- 
pointment independents faced 
when President Roosevelt blocked 
the development of the Miller- 
Tydings Bill. The Louisiana de- 
cision adds one more peg of vic- 
tory for independents in_ their 
fight for legislative relief against 
unfair chain store competition. 
The Robinson-Patman Law, the 
state Patman Laws, fair trade laws 
in 38 states and now this impor- 
tant chain store tax law decision 
present a most encouraging pic- 
ture for the future. The only dark 
spot in this entire development 
is the President’s “veto in ad- 
vance” of the Tydings measure. 
Mr. Norvell comments on_ this 
subject, in this issue (page 51), 
and quotes Merrell’s Trade Re- 
ports on this general subject. 
Dealer organizations, in several 
fields, are actively combating the 
President’s action in this instance. 
Their protests, if bolstered up 
with the force of numbers from 
all parts of the country, and from 
all kinds of dealers, will help 
impress upon the Chief Executive 
of the importance of such legis- 
lation, which he blocked in mid- 
stream, it is splendid progress 
toward passage. 





J. HEALE 


{ 


MILLER-TYDINGS— 


In my opinion, the President 
was poorly advised when he de- 
cided to block the passage of 
the proposed Miller-Tydings Bill. 
This strange development is re- 
ported in full in our last issue 
(See H. A. May 20, 1937, page 
40). This was desirable legisla- 
tion and would have helped round 
out the legislative program, well 
under way, to give independent 
distributors an equal fighting 
chance in the competitive picture. 
For the sake of emphasis I quote 
from the last issue an Editor’s 
Note comment on this subject— 
“The President’s action in killing 
the Miller-Tydings Bill, or, at 
least, in preventing passage at 
the present session, which had 
been universally regarded as cer- 
tain, comes as a distinct shock 
and disappointment to retail hard- 
ware merchants and to other inde- 
pendent dealers who have been 
steadfast opponents of predatory 
price-cutting. The Chief Execu- 
tive’s expressed reasons for his 
actions are, briefly, that he op- 
poses any further development or 
legislation which might tend to- 
ward higher prices which Amer- 
ican consumers and house owners 
must pay. This same viewpoint 
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STANLEY FINISHING PLANES 


ARE IN DEMAND 





In these days of unusual building activity, Stanley Planes are in 
active demand by skilled craftsmen. ® Every carpenter’s kit should 
have these planes . . . they are buying them now. e Here are 


three typical Stanley Planes that belong in every tool department, 











STANLEY SCRUB PLANE 
No. 40 


A great time and work saver. Carpen- 
ters use it where the wood to be re- 
moved is not enough for a rip saw but 
too much for a regular plane. 

Its heavy, rounded cutter brings the 
work down to rough dimensions quickly 
and easily. 

Plane is 914 in. long with 1% in. 
Cutter. 

No. 4014, similar to above, is 10% in. 





RABBET PLANE No.78 


Plane has two cutter seats:.one for 
regular work, the other for bull 
nose work close into corners. 
Fitted with Spur, removable Depth 
Gauge. Adjustable Fence can be 
used on either side of the plane. 
Plane 814 in. long with 1% in. 





re STANLEY LIGHT long with 11% in. Cutter. 
COMBINATION PLANE 
5 ry \y Used as a Plow, Dado, Beading, 
Matching or Rabbet Plane for all 
types of finishing cuts on interior , 





xy 17") 1h 
‘al 1% 
8} | 16 2 Beading Cutters and 1 Tonguing 


Cutter. 











« 3,” 
work. ; 
‘ = a a ; 
Seventeen cutters are furnished: j 
9 Plow and Dado Cutters, 7 sl 17" (a 4 
| 1% 


Plane is 9'/, in. long. 





CONNECTICUT 






NEW BRITAIN, 
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_has often been expressed by chain 


store, mail order and department 
store interests in their opposition 
to such laws. 

“There is also a noticeable in- 
consistency involved, in that the 
Guffey Coal Bill has been signed 
and the Ellenbogen Textile Bill 
approved, by Mr. Roosevelt. 
These two laws set up ‘little 
NRA’s’ with wage increases and 
shortened hours that must quickly 
be reflected in higher prices. Yet 
it is the President’s expectation 
of higher prices which he offers 
as his main reason for opposing, 
at this time, the Miller-Tydings 
Bill. The President’s action in 
this case is in full conflict with 
the 36 States which have adopted 
Fair Trade Acts, of which the 
Miller-Tydings Bill is merely a 
Federal supplement.” 


BLUEPRINTS— 


Hardware men are taking a 
serious interest in the builders’ 
hardware sales opportunities pre- 
sented in today’s building pro- 
gram. This is clearly shown in 
their response to the early articles 
in the series by Adon H. Brownell 
entitled “Taking the Mystery Out 
of Builders’ Hardware.” In our 
last issue appeared a blueprint 
of a typical modest home with 
which Mr. Brownell will develop 
his instruction course for the en- 
tire elementary series of about 
twelve chapters. Readers desiring 
an extra copy of the blueprint 
may obtain one by writing and 
asking for it and enclosing three 
cents postage to cover mail cost. 
Hardly had the May 20 issue 
reached our readers when requests 
for extra blueprints arrived. 
These are useful in following the 
course of instruction, can be 
placed under a glass desk top, 
on the wall or at any other con- 
venient point. Some of our read- 
ers are using Mr. Brownell’s ar- 
ticles as the theme for store meet- 
ings, a very excellent plan. In 
the last issue we discussed butts 
and hinges and this issue deals 
with locks. Step by step, the au- 
thor will take our readers through 
the various jobs incident to doing 
an effective builders’ hardware 
selling job. The first group of 
articles are the elementary or 
grade school course. Then comes 
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the intermediate group and finally 
the advanced course so that in the 
completion of this series all hard- 
ware men, the inexperienced and 
the experienced, will be given a 
full and proper consideration. 


CONSUMERS’ CO-OPS-— 


The almost forgotten committee 
to study European Consumers’ Co- 
operatives is back in the spotlight 
again. Its report to President 
Roosevelt, who sent them to Eu- 
rope for this study, now recom- 
mends “credit parity,” “encour- 
agement” and “a complete survey 
and analysis of their progress in 
the U. S. A.” A lengthy report, 
it is basically favorable to the 
further development of the Con- 
sumer Cooperative movement in 
this country. It recommends non- 
specific aid through various gov- 
ernmental agencies. In _ other 
words, six Americans at govern- 
ment expense spent two months 
in nine European countries study- 
ing the Consumer Cooperative 
movement. They return and again 
at government expense sugget fur- 
ther aid to the development and 
growth of the Consumer Coopera- 
tives at further government ex- 
pense. In all cases funds avail- 
able for government expense are 
taxes taken from independent re- 
tailers and wholesalers who there- 
by spend their own money to 
jeopardize their own future. No 
one questions the right of con- 
sumer to organize — but they 
should use their own funds. If 
it were not serious it could be 
considered quite comical—the pic- 
ture of business men spending 
their own money to put them- 
selves partially out of profitable 
business from which all tax 
monies come. Further details on 
this report will be made avail- 
able, in our next issue. 


SKILLED LABOR-— 


A serious shortage of skilled 
labor is revealed in a survey con- 
ducted by The Warner & Swasey 
Co., Cleveland, makers of machine 
tools and precision instruments. 
The survey is based on replies to 
a questionnaire on the employ- 
ment situation received from 229 
concerns in a wide variety of im- 
portant industries, employing a 


total of 791,820 people. To the 
question, “Are you experiencing 
a shortage of skilled labor?”, 195 
firms said “yes,” 34 said “no.” 
Types of workmen chiefly needed 
were given as machinists, tool 
makers, machine operators, lathe 
operators, boring mill operators, 
automatic screw machine oper- 
ators, and molders. Questioned as 
to the best method of training new 
men, 133 firms said the best way 
was to employ them and teach 
in their own plants; seven firms 
recommended joint training schools 
cooperatively run by industries; 
and 18 said they relied upon trade 
and vocational schools. In an- 
swer to questions dealing with 
transferring men from relief for 
public employment into private 
industry, 182 firms said that the 
men they had employed during 
the last two years had not come, 
to any great extent, from these 
sources, while 39 companies said 
that they had taken in a number 
of men from government projects, 
and many firms said that they 
were securing active cooperation 
from relief or public works agen- 
cies in transferring men to indus- 
trial jobs. 


UNEMPLOYABLE ?- 


While a number of firms par- 
ticipating in Warner & Swasey’s 
study expressed the opinion that 
men on relief or government proj- 
ects belonged in the unemployable 
class, comments on the whole in- 
dicated that a certain share of 
unskilled men on relief or public 
employment could be trained and 
reabsorbed into industry. One 
company gave specific figures on 
this subject which are not very 
encouraging. This company said: 
“We have hired approximately 
300 men from these sources, of 
which about 35 remained; _bal- 
ance released or quit. Majority 
either lack skill or have no desire 
to work.” Philip E. Bliss, presi- 
dent of Warner & Swasey, takes a 
broader view. He said, comment- 
ing on the questionnaire, “With 
apparently practically all of the 
skilled workers of the country al- 
ready working, industry might at 
least make a broader effort to try 
out men on relief or federal pay- 
rolls—just as it today must of 

(Continued on page 112) 
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Series on 
Beginning o New 
Profitable Builders’ Hardware 
by ADON H BROWNELL 
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ARING THE MYSTERY OUT 
. ~ MODEL 








OF BOILDERS RABDWARE 
stoce 


These Chapters have Appeared— 
Now read chapter FOUR on.. 


ITHIN two or three days 

after mailing HARDWARE 

Ace for May 6, letters 
began pouring into the editorial 
offices requesting extra copies of 
the blueprint of the modest home 
used as an example in the elemen- 
tary division of the series on 
“Taking the Mystery Out of Build- 
ers’ Hardware.” Such spontane- 
ous interest on the part of our 
readers speaks well for the out- 
look of retail hardware stores in 
taking their rightful place in the 
distribution of builders’ hardware 
in this great revival of building 
in this country. 
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LOCKS 


These articles, beginning with 
the simplest explanation of the 
function of the builders’ hardware 
dealer in serving the architect and 
builder as well as the owner, will 
later be directed into the channel 
of more advanced study. The in- 
termediate course to follow the 
present series will be still later 
followed by an advanced course, 
which will teach the hardware 
man to handle the largest and 


most important jobs offered by 
the building industry. The most 
important step you and your as- 
sistants can take today is to get 
started on the right road to hard- 
ware engineering, a profession 
worthy of the best attention you 
can give. This no smattering of 
hardware knowledge that is being 
presented but a _ thorough-going 
and effective instruction, one that 
would cost real money if given 
by any educational institution. Be- 
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gin now, and follow the chapters 
as they appear in each issue of 
HARDWARE AGE. 

Last issue Mr. Brownell gave 
the story of hinges—but bear in 
mind this chapter on hinges em- 
braces only the elementary facts 
on that subject. In later chapters 


he will go more deeply into the 
discussion of hinges. This issue 
we discuss, in a simple manner, 
the subject of locks. Remember. 
we are now discussing a simple, 
modest home—that you may un- 
derstand the A, B, C’s of builders’ 


hardware. 


CHAPTER 4—ELEMENTARY DIVISION 


In the preceding chapter we 
completed the hinging of all the 
doors on our job in question. 

Before discussing locks, let us 
point out another good hint in 
the matter of service. Send all 
the Butts and Hinges to the job 
before you send anything else out. 
Then run out to the job and 
check it over before your send the 
balance of the hardware to the 
job. In this way you can check 
your hardware list as to its cor- 
rectness of quantities, changes 
which may have been made since 
your list was compiled and espe- 
cially see that your hardware will 
fit the doors and windows as they 
actually are on the job. 
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Now, to return to the matter of 
the hardware itself. We have 
taken care of only the hanging of 
the doors. Next we must consider 
the locks. 

The first thing to consider is 
the lock for the front door. When 
I start to show builders hardware 
for a residence of any value I 
always start my presentation of 
samples with the front door lock. 
I believe it is a good thing to do. 
The front door lock is the first bit 
of hardware a guest sees on visit- 
ing the home, particularly in the 
type of house we are now consid- 
ering. It is the most used exterior 





door. Folks will spend 
money for this piece of hardware 
than anything else in the house, 
so it is well to settle that subject 
first in the selection of finish hard- 
ware. 

You should have at least four 
types of trim to show and sell to 
the customer regardless of how 
designs or finishes you 
carry in stock. Let us lead up 
from the cheapest to the most ex- 
pensive and discuss each as you 
would present it to the customer. 


more 


many 





Bit Key Front Door Set 


Type No. | is the Bit Key Front 
Door Set Latch and Dead Bolt 
with buttons in the face of the 
lock to control the outside knob. 
Cut No. 1 illustrates what I mean, 
but again let me suggest that you 
go to your own stock and ex- 
amine the actual goods. 

This is the cheapest type of 
front door lock. It can be secured 
in steel plated, wrought brass or 
bronze, although I am going to 
make this comment: Never, un- 
less you have to, sell any lock 
sets for exterior doors in Steel 
Plated. Whether or not you can 
step your customers up to the 
higher priced locks we shall later 
discuss. At least, do this—Sell 
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brass or bronze lock sets for ex- 
terior doors if you have any pride 
at all in your ability to be a 
builders’ hardware salesman. 
Knobs or escutcheons of steel 
will quickly rust on exterior doors 
often before the house is ready 
to turn over to the owner from 
the contractor. Imagine what the 
owner would think if his outside 
locks were rusty before he even 
moved into his new house. It 
wouldn’t make any difference how 
little he paid, every time he en- 
tered his home he would remem- 
ber that “cheap” hardware he got, 
not what he paid for it. To make 
matters worse, if his woodwork 
were painted in any light color 
there soon would appear streaks 
of rust down the face of the door. 
The illustrations we are giving 
in the early studies do not deal 
particularly with designs or fin- 
They illustrate a_ plain 
universally used broad bevel de- 
sign. Later on will be discussed 


ishes. 


the whole subject of design and 
finish, but, for the present, I want 
you to learn, in as simple a way 
as possible, the fundamentals of 
the business. 

The first step-up in sales from 
the illustration in Fig. No. 1 is to 
use a three tumbler instead of a 
one tumbler lock, which gives ad- 
ditional security but still requires 
the owner to carry a cumbersome 
key. Let us not stop now to con- 
sider lock tumblers but quickly 
pass to Type No. 2 Front Door 
Lock. 

This is a Cylinder Lock which 
operates with a thumb turn inside- 
buttons in the face, has a latch 
and dead bolt. What warrants 
any owner to invest this additional 
money is the security he receives 
from a Cylinder Lock and the 
great convenience of carrying a 
much smaller key. We shall again 
discuss a further value when we 
come to the other exterior doors. 


C OR REC- 
TION: This 
hinge was 
wrongly 
identified in 
our last 
chapter. It 
is a full sur- 
face light 
hinge, not a floor hinge as stated. 
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Cylinder Front Door Set 


This shows the third type of 
front door hardware. This is no 
more expensive than Type No. 2, 
but many owners prefer it because 
it does not show so much hard- 
ware on the door. In hardware 





Sectional Front Door Set 


terms we call it “sectional trim.” 
The Lock and jts functions are 
exactly the same as in Type No. 2. 
Use of either Type No. 2 or No. 3 
is optional at the customer’s taste, 
except that Type No. 3 should 
never be sold on doors of less 
than 134 in. in thickness and front 
doors are seldom less than that. 
The reason this warning is given 
is because on doors of less than 
134 in. in thickness there is very 
little wood left after the carpenter 
has cut the door to receive the 
lock at the point where the rose 
under the knob is applied and the 
screws for the rose do not have 
sufficient wood left to properly 
hold them. The result is that the 
screws work loose, knobs rattle 
and the result is quite unsatis- 
factory. 

The highest type of lock used 


in this class of home is that of the 
Sectional Residential Handle. This 
type of front door lock can be 
secured with a bit key lock but 
real builders’ hardware men sel- 
dom show it. It can also be se- 
cured from some manufacturers 
with wrought brass or bronze 
plates but the difference is so 





Residential 
Cylinder 
Front Door 
Handle Set 


small I would 
never recom- 
mend it. When 
you have an 
owner to the 
point of putting 
enough money 
into his front 
door lock to buy 
a Type No. 4 
Lock, don’t fool 
with the difference in price of 50 
cents to a $1.00 between wrought 
and cast bronze or brass back 
plates. Stock and sell only cast 
brass or bronze. 

On this type Lock, a cylinder 
lock with all the outside trim of 
cast brass or bronze, the handle 
bolted right through the door, 
you have sold the customer some- 
thing he will always appreciate. 

The Lock itself is much the 
same as in Types No. 2 and No. 3 
—the buttons in the face control 
the outside thumb piece. The 
Lock has a latch and a dead bolt, 
the dead bolt being operated by 
a thumb turn on the inside of the 
door as well as by the key on the 
outside. 

These four types of locks, then,. 
should be shown and the customer: 
tactfully led to buy a quality lock 
for the front door. 

Just one more hint on the sub- 
ject of front door locks. Display 
attractively your samples of front 
door locks and you can often sell 
these sets on old homes as well 
as new. Many sets have been sold 
for this use by attractive display. 

More about outside door locks 
will be studied in the next chapter. 
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Selection, Training and Allocation 
Basic Needs in Sales Training 


There Are Good, Bad and Indifferent Salesmen. Too Many Are Average. Too 
Few Stand Out or Are Possessed with Any Particular Individuality. Rapidly 
Changing Panorama of Business Scene Challenges Future Security of Dis- 
tributors’ Business Necessitating Planned Sales Training Methods. Art of 
Selling Most Effectively Acquired by Actual Practice. 


ment and sales training go 

hand in hand — without the 
one the other cannot develop. We 
all know that there are various 
types of salesmen. We have good, 
bad, and indifferent salesmen. Too 
many today are average. They do 
not stand out, they are not pos- 
sessed with any particular indi- 
viduality and perhaps that is one 
of the basic reasons why we are 
giving so much thought to sales 
training today. 

In business, many activities 
command attention. One can be 
the chief cook and bottle’ washer 
and as such be forced to be the 
sales manager one minute, the 
president the next and then a few 
minutes later be a man to register 
a sympathetic understanding of 
the truck driver’s problems. 

In all these activities, one pays 
more attention to those items that 
are of major importance and par- 
ticularly those that require sea- 
soned judgment and foresighted- 
ness. The proper and successful 
management of a sales organiza- 
tion and the preparation for its 
future, is one of the most impor- 
tant present-day activities. 

Today we are all faced with a 
rapidly changing panorama of 
the business scene. Problems are 
probably more vexing than at any 
other time in the history of our 
business experience. Through it 
all, the distributor is constantly 
gaining a stronger place in the 
distribution of steel products. It 
places a new challenge on the dis- 


Set UL sales manage- 
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ciation of Sheet Metal Distributors’ 
een at Cleveland, Ohio, May 5, 


JUNE 3, 1937 


By F. H. RAMAGE* 


Sales Promotion Manager 
Republic Steel Corp. 
Cleveland, Ohio 


tributor. Does it not mean that 
the distributor must prepare his 
organization to do the job by 
availing himself of all facilities 
at his command? 

A distributor can live for quite 
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some time on his reputation; he 
can almost hibernate like the bear 
does in the winter-time. A built- 
up acceptance and demand for a 
product may carry a distributor 
a long distance. It is by this 
method that many distributors de- 
pend upon a large volume of their 
sales. Too few are the distribu- 
tors who are laying a foundation 
for their companies and the prod- 
ucts that they distribute. 

Markets for products are rapid- 
ly changing; new products are 
being constantly introduced. A 
product for which there is a good 
demand today may pass out of the 


picture tomorrow. We are all 
faced with the proposition of lay- 
ing a better foundation for future 
sales and that requires salesmen 
who are better trained, men who 
will be in a position to take ad- 
vantage of every possible oppor- 
tunity. 

Quite naturally a distributor 
has a right to expect his source of 
supply to lay the ground-work in 
the development of a given prod- 
uct, but all of the promotional 
effort of the manufacturer is to 
no avail unless the distributor 
takes advantage of this work. 
Wouldn’t the distributor find it 
profitable if he were to take a 
more aggressive and creative mer- 
chandising stand? If he doesn’t 
become more active, the manufac- 
turer will be forced to find some 
other channel of distribution. 

Sales training is something that 
is widély talked about but few 
companies have stepped out de- 
liberately and accomplished a real 
job of sales training. In launch- 
ing a sales training program, ex- 
ecutives must exercise far-sighted 
judgment. Sales training does 
cost money and the immediate re- 
sults may not be legible on your 
balance sheet for some time. 

Sales training is not for today, 
it is for tomorrow. It will be the 
backbone of any future selling 
organization. Think several years 
ahead on this program. Sales 
training must precede any sound 
program of selling. This year 
there has been a mad rush by 
many organizations to build up 
their sales forces, Scouting crews 
have been pounding at university 
doors since the turn of the year. 
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It is not unusual for a promising 
young graduate to have several 
worthwhile offers from large in- 
dustrial concerns. 

I would like to refer to the 
experience of conducting the sales 
training program at Republic 
which has been underway since 
1930. It continued under full 
steam even during the low spot 
of the depression. 

In our opinion, the three most 
important phases of any sales 
training program are, namely; 
selection, training and allocation. 

Proper selection of applicants 
—that is, the fundamental and 
vital first step for a successful 
sales training program. It be- 
comes necessary to establish a 
minimum standard for admittance 
to a given sales training activity. 
The ultimate success of a sales- 
man, from the very inception, 
should be of paramount consider- 
ation in sales training. Without 
tools, a sales manager cannot hope 
to accomplish the objective of a 
well-rounded sales campaign. 
Hence the raw material that is to be 
trained must meet a set standard. 
Nothing but the best talent is good 
enough to meet the exacting de- 
mands of future selling organiza- 
tions. 


Sales Personality 


It is extremely difficult to set 
forth a list of minimum standards 
for selection that would be ap- 
plicable to all types of business. 
Referring to the problems con- 
fronting steel sales executives to- 
day, it follows that first of all a 
steel salesman must represent the 
best in sales personality. He 
should have a personality with an 
immediate appeal, a keen intelli- 
gence, a goodly portion of com- 
mon sense; and convincing speech 
with clarity of tone and an easy 
flowing vocabulary. A salesman 
should be courteous. His polite- 
ness and manner should be of the 
highest possible standard. Lastly, 
he should possess an appealing 
appearance of person and dress. 
Impossible and improbable, one 
might say—well, not exactly, but 
it must be admitted that this type 
doesn’t grow on trees. One must 
search for such talent. Manage- 
ment realizes that almost endless 
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interviews are necessary before 
final selections are accomplished. 

Educational requirements will 
vary in accordance with the ob- 
jectives of the job. Some com- 
panies insist on selecting college 
graduates. Others do not adhere 
to this rule, but endeavor to bal- 
ance the applicant’s education and 
personality. It would seem that a 
metallurgical graduate, or one 
who has had at least a science 
major, would represent the best 
possible prospect for a steel cor- 
poration. Strangely enough, ex- 
perience points to a number of 
outstanding steel salesmen who 
majored in other subjects. So, 
much depends upon the _indi- 
vidual. With steel selling taking 
on a new era of developments, it 
is safe to say that the future steel 
salesman will need all the pos- 
sible scientific and technical train- 
ing that he can command. 


Selection 


Republic practices a rigid se- 
lection procedure. The final se- 
lections are made by a committee 
of five sales executives with the 
supervisor of sales training act- 
ing as an ex-officio member. The 
final selection is not one man’s 
opinion but a composite judg- 
ment that is more certain to be 
sound and consistent. 

Much could be said about the 
detailed investigation that is con- 
ducted on promising applicants. 
Careful check into character refer- 
ences and health examinations are 
two of the important considera- 
tions. It is to be expected that 
each one has unfailing honesty 
and loyalty. 

Sales training is really a mis- 
nomer as applied to industrial 
schools. The art of selling is ac- 
quired most effectively by actual 
experience. There are numerous 
training activities that can be in- 
stituted which will aid the stu- 
dent in gaining perspective of 
selling. The basic endeavor is to 
teach the student every phase of 
the manufacture of the products 
he will later sell. Republic has a 
mill schedule that routes the stu- 
dent into every department of 
each mill. The mills are located 
in eight different cities with Cleve- 
land as the hub of activities. The 


mill course is strictly observa- 
tional in character. This proce- 
dure enables each student to spend 
all of his time in study and ob- 
servation. A carefully prepared 
routine for each department serves 
as a guide or manual. Of most 
value and importance is the per- 
sonal supervision that is exer- 
cised by the supervisor of sales 
training. 

Durable goods companies for 
the most part have a number of 
various products to sell. Assum- 


‘ing that the type of training se- 


lected would depend upon indi- 
vidual factors, it may be found 
that a year and a half will consti- 
tute an absolute minimum train- 
ing period. Companies involved in 
selling consumer goods are not 
confronted with the need for an 
inside story on the manufacture 
of its products. Their salesmen 
will not be called upon to assist 
a fabricator or manufacturer. 
Merchandising and _ distribution 
plans are their daily tasks. Thus 
a factory training period can be 
materially shortened and_ time 
allotted to learning the routine of 
business transactions. 

In order to better prepare the 
student for field activity, our com- 
pany allots a portion of the office 
training time to be spent in its 
own purchasing department. Fur- 
ther, upon the completion of the 
training course, there follows a 
careful review of all comments on 
conduct and an examination of 
written reports on each mill. A 
digest is prepared and submitted 
to the sales executives. After a 
study of existing vacancies and 
available talent, an assignment of 
a graduate to a district sales office 
can then be completed. 


The Firing Line 


So much for the subject of sales 
training. Now let us discuss the 
welfare of the man on the firing- 
line. What are companies doing 
to keep him up to date? 

Progressive companies conduct 
organized sales meetings for their 
salesmen. With Republic, spe- 
cialists from the mills are regu- 
larly scheduled to give lectures on 
specific products or subjects to 
the district office personnel. 

It is the policy of some organi- 

(Continued on page $4) 
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1937 Offers 
Greatest 
Opportunity 


for 


Electric 
Water 
System 

Sales 


NPRECEDENTED  oppor- 
tunities exist this year for 


selling electric water sys- 
tems. Two factors exerting far 
reaching demand creating influ- 
ences are destined to make 1937 
the banner sales year. The first 
factor is the expenditure of $48.- 
000,000 by electric interests for 
the extension of rural power lines, 
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Promotional materials available to dealers who are participating in the five- 
year campaign to sell electric water systems were featured in the display of 
the Electric Water Systems Council at the annual sales conference of the 
Edison Electric Institute in Chicago on March 31. 


and the second factor is an in- 
crease in the income of the Amer- 
ican farmer to a total of more than 
$10,000,000. Additional powerful 
stimulants, such as the release of 
pent-up demand, a buy-now psy- 
chology, and a mass movement 
toward a higher standard of liv- 
ing, may also be depended upon 
to further enlarge the potential 
market. Under such circumstances, 
there can be no doubt but that 
aggressive salesmanship applied 
to the “Running Water” idea will 
prove highly profitable to dealers. 

In recent years, sales of electric 
water systems have shown a direct 
relation to farm income and to the 
extension of power lines, thereby 
becoming reliable indexes of sales 
expectations. Rural power lines to 
be added to existing lineage in 
the current year will total in ex- 
cess of 37,000 miles. Experience 
has demonstrated that on every 
new mile of power lines added 


there are at least three potential 
customers for electric water sys- 
tems. This means that there will 
be more than 111,000 prospects 
on new rural lines alone. 

Due to the increased farm in- 
come this year, the ratio of good 
prospects will be higher than ever 
before. The rate of increase from 
1933 through 1936 forecasts an 
aggregate farm revenue for 1937 
nearly equal to that of the peak 
year of 1929. The figures are: 
1932, $5,337,000,000; 1935, $8.- 
508,000,000; 1936, $9,530,000,- 
000 and, 1937 (estimated), more 
than $10,000,000,000. While farm 
product yields were low in some 
sections last year, higher prices 
more than offset the deficiency. As 
prices will be maintained or in- 
creased this year, and as yields 
will be larger, a total farm income 
exceeding ten billion dollars can 
be expected. In 1932, about 50,000 
electric water systems were sold. 
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In 1934, sales increased to 77,000, 
and during the past year an all- 
time sales record of 156,000 units 
was established. 

This year a comprehensive cam- 
paign for the mobilization of sales 
efforts in the industry has been 
organized, with its objective being 
the sale of 250,000 units. The cam- 
paign is being conducted by lead- 
ing manufacturers of electric water 
systems and the Edison Electric 
Institute, cooperating through the 
Electric Water Systems Council. 
The plan of the campaign calls 
for the acceptance of certain re- 
sponsibilities by the cooperating 
manufacturers and electric com- 
panies, as well as by the partici- 
pating dealers. 


Identifying Seal 


Being convinced that selling 
electric water systems requires ag- 
gressiveness and promptness in 
following leads and prospect lists 
furnished by the electric com- 
panies, as well as a knowledge of 
the product, how to figure jobs, 
and how to select the correct unit, 
manufacturers have pledged them- 
selves to select only qualified wa- 
ter system dealers. To merchants 
qualifying for the designation, 
manufacturers will give a seal of 
the Electric Water Systems Coun- 
cil, which when displayed in the 
merchant’s window, will identify 
him as a participating dealer in 
the campaign. The seal, printed 
in two colors, is eight inches in 
diameter and is reproduced in the 
accompanying illustration. Quali- 
fications for participating dealers 
will be outlined by manufactur- 
ers, and dealers who have qualified 
should promptly notify their elec- 
tric companies so they will be in 
line to receive the names of pros- 
pects. 

As live prospects are developed 
through meter connections the 
electric companies will forward a 
list of such prospects to local par- 
ticipating dealers, and copies of 
the lists will be sent to local dis- 
tributors and to the Council. Only 
the names of those who have the 
financial ability, as well as the 
desire to buy, will be classified as 
prospects. 

To furnish participating dealers 
with the best available information 
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on where and how to sell electric 
water systems, cooperating manu- 
facturers and electric companies 
have prepared a 32-page sales 
manual. The manual, entitled 
“Where Water Runs, Dollars 
Flow,” points out the potentialities 
of the market; provides many 
helpful suggestions on how to in- 
terest prospects, and gives much 
practical information on the selec- 
tion of a water system. 

At a meeting held in Cleveland 
on April 15 manufacturers of elec- 
tric water systems had a preview 
of a sound-film which dramatizes 
running water on the farm. The 
picture shows in a vivid and in- 
teresting manner what running 
water can do to increase profits 
and add to the convenience and 
healthfulness of farm life. It is 
ideal for showing at meetings of 
farm groups such as Grange meet- 
ings, 4-H Clubs, and meetings 
sponsored by county agents and 
agricultural colleges, and Herbert 
C. Angster, secretary of the Elec- 
tric Water Systems Council, has 
announced that the film, which is 
one of the 35 mm. size and re- 
quires 18 minutes to run, will be 
loaned to dealers by manufactur- 
ers participating in the campaign. 


Illustrated Booklet 


Another phase of the campaign 
will be the increased distribution 
of the 20-page illustrated booklet, 
“Life in the Country.” This book- 
let graphically emphasizes the 
convenience and numerous advan- 
tages of running water. Already 
250,000 copies of the booklet have 
been placed in the hands of pro- 
spective purchasers, and an addi- 
tional 125,000 are being printed 
for supplementary distribution by 
utilities and manufacturers. 

Consumer interest in electric 
water systems has also recently 
been stimulated by the growing 
trend toward the use of well water 
for air-conditioning. For a total 
cost of less than $1,000, including 
the cost of drilling the well, air 
conditioning equipment capable of 
making the average six room house 
cool and comfortable on the hot- 
test of summer days may be in- 
stalled. 

In an address at the recent an- 
nual convention of the Warm Air 


Heating and Air Conditioning As- 
sociation, C. D. Leiter of the F. 
E. Myers & Bro. Co., Ashland, 
Ohio, pointed out the advantages 
of air conditioning with well 
water. He stated that an eight- 
room house in Chicago or its sub- 
urbs can be cooled in the summer 
with well water at an average cost 
for the season of $20, and further 
said in part: 

“Well water cooled underground 
by nature without cost is not 
only the most economical cooling 
agent, but actually the only one 
within reach of the vast majority 
of home owners. Well water tem- 
peratures in all sections of the 
United States except the extreme 
southern and southeastern states, 
where humidity is excessive, are 
low enough to accomplish satis- 
factory summer air-conditioning. 
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Well Water Cooling 


“In the southwestern section, 
because of the lack of moisture in 
the air, a very good job of cooling 
can be done with well water of 
higher temperatures. In the more 
largely populated sections of the 
eastern and central states, where 4 
climatic conditions make summer 
air-conditioning highly desirable, 
well water temperatures which 
vary from 42 to 55 degrees are 
low enough to insure complete and 
highly satisfactory summer air- 
conditioning.” 
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This is the window seal which identifies dealers 
participating in the current campaign of the 
Electric Water Systems Council. 
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Rayl’s Pepped Up Housewares 
and Appliance Departments 


LTHOUGH the appliance and 
AN besser departments of 
The Rayl Co., Detroit, Mich., 
hardware department store, are 
separate and distinct departments, 
their location on the same floor 
builds traffic for both sections. 
Both departments, which are lo- 
cated on the third floor of this 
interesting store, have recently 
been improved and enlarged with 
successful results. 

Taking a cue from department 
stores and other progressive hard- 
ware stores which have featured 
gadget lines in special “shops” or 
“corners,” the store recently 
opened an unusually attractive 
Gadget Shop in a corner which 
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Detroit Hardware firm 
features Gadget Shop 
to attractively present 
its merchandise. 


had previously been neglected by 
customers. Enthusiastically J. 
Pritchard, manager of the house- 
wares department says, “Our new 
Gadget Shop is the latest of a 
series of improvements which we 
have been making over a period 
of a year or so in our housewares 
department. We have had very 
gratifying results from previous 
improvements, and are more con- 


vinced than ever that goods well 
displayed are half sold. 

“The Gadget Shop is located in 
a corner which formerly had no 
appeal and was almost shunned by 
traffic. Now that corner is the 
liveliest spot on the floor. Most of 
the items in it have been carried 
before, but now that they are 
dramatized and displayed in an 
orderly fashion customers seem to 
think that every single piece is 
something new on the market. We 
have had so much favorable com- 
ment already that we believe we 
are going to get a tremendous 
amount of prestige value out of 
this new shop.” 

The Easter Edition of the De- 
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Major electrical appliances are attractively displayed in Rayl’s showroom 


troit Shopping News, a weekly 
publication with a circulation of 
350,000 copies in the city of De- 
troit, carried an invitation to the 
public to visit the new Gadget 
Shop. A drawing of the shop en- 
hanced the part of the store’s ad- 
vertising devoted to the new shop. 
The announcement said, “We pre- 
sent for your convenience The 
Gadget Shop. 1001 ingenious aids 
for household tasks. How many 
times have you said, I wish some- 
body would invent a gadget to do 
this or that when a troublesome 
little task appears in the house- 
hold. Maybe someone has, and 
Rayl’s has gathered together the 
best ones in a ‘Gadget Shop.’ If 
you have to peel potatoes left 
handed, we have a southpaw peel- 
er or a gadget for easily removing 
an olive from a small neck bottle. 
These and hundreds more speedy 
answers to annoying problems 
are present in this intriguing dis- 
play. The Gadget Shop. Don’t 
Fail to See It.” 

The main display of gadgets is 
on a curved open display table on 
which is supported a curved sur- 
face background. Above the 
background is an illuminated glass 
sign reading, “Gadget Shop” and 
as the entire unit is located in a 
jog in the wall a sign of similar 
design is suspended over the aisle. 
Illuminated decorative columns at 
either end of the display add to 
the attractiveness of the “shop.” 
Although there are plenty of 
people who like to pick up a gad- 
get and try to figure out just what 
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it is used for, all of the gadgets 
mounted on the background of the 
Gadget Shop are identified. As an 
example olive tongs are mounted 
on a card which says “olive tongs” 
and to further emphasize the idea 
a bottle of olives is illustrated on 
the card. 

Thirty-nine of the gadget items 
are displayed on the background 
panels. As in most gadget shops, 
cocktail accessories and kitchen 
gadgets predominate in Rayl’s 
Gadget Shop. Most of the gadgets 
sell at prices ranging up to one 
dollar. A few feet from the cor- 
ner display is a wall panel display 
devoted to unique string dispen- 
sers in the form of chef’s heads, 








etc., and hangers for pot holders 
in the shape of sail boats and tea- 
pots. Cutlery sets and individual 
cutlery items, mixing bowls, tea 
pots, cracker jars, serving trays, 
casseroles and other kitchen and 
dining room needs with which 
gadgets are used are displayed 
near the gadgets, on open tables 
near the Gadget Shop, suggesting 
related merchandise. 


Use Open Display Units 

All housewares lines are shown 
on open tables, open panels or 
shelving, the display units being 
finished in white with blue trim. 
Surplus stock is kept in drawers 
located under the display tables, 
most of the gadgets on display 
being intended for display rather 
than actual sale. Five women 
assist Mr. Pritchard in the house- 
wares department. Most custom- 
ers going to the housewares and 
appliance floor use the elevator in 
the rear of the building so that 
those intending to go to the gadget 
and other housewares sections pass 
a varied line of major and small 
electrical appliances giving the 
customer intending to buy a 
modestly priced item a good pic- 
ture of the higher sales units 
offered by the store. 

Rayl’s weekly advertisements in 
the Shopping News constantly 
feature appliances and housewares 
and advertising of that nature has 
been used over a long period of 
time, never being omitted during 
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the darkest days of the depression. 
Recently when the appliance de- 
partment was improved and some- 
what enlarged the company in- 
jected more life into appliance 
sales by issuing 15,000 very attrac- 
tive folders replete with large 
clear illustrations and brief de- 
scriptions of: radio sets, electric 
refrigerators, gas and_ electric 
ranges, washing machines, ironers, 
vacuum cleaners, and cabinet heat- 
ers. Ten thousand broadsides 
were sent to homes of old and new 
appliance customers, the balance 
being given out at the store. 

With frequent mention of the 
companys “62 Years of Fair 
Dealing” the direct mail piece in- 
vited people to “Visit T. B. Rayl’s 
Electrical Appliance Fair” and 
illustrated two sections of the ap- 
pliance department. “A new era,” 
said the broadside, “in bringing 
together the tasks of the home and 
disposing of each one with ease 
and dispatch heretofore not pos- 
sible. 

“We invite you to see them. 
Have them demonstrated and then 
judge for yourself how they will 
save your time and energy. If you 
can’t come to T. B. Rayl’s, a phone 
call will bring a salesman to you 
and demonstration in your own 
home of any appliance can be 
speedily arranged.” 

The reverse side of the broad- 
side pointed out, that “T. B. Rayl’s 
over the name of the maker of an 
article brings to the purchasers a 
background of 62 years’ service to 
Detroiters. It brings the knowledge 
that the article is carefully selected 
from the nation’s foremost manu- 
facturers in their particular line 
and that T. B. Rayl’s as well as 
the manufacturer guarantee that it 
will give efficient and satisfactory 
service. It’s easy to own a T. B. 
Rayl appliance by buying the Ray] 
Way. The Raylway payment plan 
is designed to allow you to pur- 
chase from T. B. Rayl’s on the 
most advantageous terms consist- 
ent with good business practice. 
A small down payment will de- 
liver any appliance, the balance 
can be paid in small payments out 
of income.” 

Large and clear cuts of the ap- 
pliances and radio sets were ac- 
companied by the manufacturer’s 
trade mark and brief descriptive 
matter, most of the items having 
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HOUSEHOLD SUPPLIES 
ELECTRICAL SERVANTS 





TOOL HEADQUARTERS FOR THE HOME 


CRAFTSMAN SINCE 1875 
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Made “a Closely woven willow 

Wood feet on basket to allow 

air, passage underneath; Cc 
-26"'-27'. 


popular sizes: 24'2 
Cedarized, flea-proof pillow ...3% 


Seasop ‘Closeout! 





= 
222 
WINDOW VENTILATOR 
All metal louver adjustable window ven- | Economical cobbler set for 
tilators, The louver slots shed the rain | boot and shoe repair. Set 
and let in the fresh air. consists of 3 sizes of lasts. 
caso 8” High, extends to 37”... 29¢ | ® stand. shoe hammer 4 | 
11” High, extends to 37”........39¢ | and 2 packages of nails, c 


COBBLER 
set JJ= 





knife, peg awl, sewing aw!, 





ALL DOG SWEATERS 
Greatly reduced prices. We have made 
groups of our fine wool sweaters 





SUEDE DOG BLANKETS a 95 


) 1-1b. pkg. 2 for 25¢ | «wei-rade” soice 





Carefully made of best ma- 
5-Ib. pkg. soscsecese SOC terials. Has diamond point 97c 


DeWITT SOOT a 
DESTROYER 


ELECTRIC seu penmns IRON 


for radio or meni on 





tip. 





Red, Green, Brown ......... 
a 
| Season 
Oven | Closeout 
\\ Thermo- TOBOGGAN 















posi 
shows correct temp- 









meter | PADS 
| - All Sizes. 
| Easy to read. Chart 
| opi te readings > 


——— tego HAND DRILL The new “Handyman” | A ‘Substantial and service- 
[ba included 8 spiral screw driver. “Yan- | able frame fitted with the 
} kee” quality. Now made in | popular black composition 
With 3-jaw chuck capacity the handy size for home | pistol grip handle. Easily 
up to %-in. drills. Easy | use. Drives or draws | adjustable for 8" to 12” 

running gear t 


and pinion. ...... on the handle....... 


Spiral Screw Driver — = 


screws at @ push 7 blades. Nickle 
plated finish, ........ 











TABLE 
| TENNIS 
| SET 








The best value ave ever been able to 
offer. Set consists of 4 full size 3-ply rubber 
covered paddles, 1 regulation length net, 1 
pair heavy metal net posts, and’4 high grade 
balts. Ideal for home or $. 8 
tournament use. .........+++ . 










MANUAL TRAINING 


Sturdy. washable aprons 
in short and long lengths. A handy well-con- 


Short Length .....29¢ | with divided tray for 
Long Length ........39¢ | nouse. size 14°x6"x6 


UTILITY STEEL 


SHOP APRONS TOOL BOX 


structed metal box 





tools or genera] use about the 89° 








imely Auto Needs 





LAC RER RS 
Double —— - 





ies 97¢ 


Th esenitiai for ware dfv- 





Emergency | ELECTRIC SLEET CHASER 











Tomes]  NOBLE'S = 


\ ke HANDOPE LUGS 
bh Your car needs new 
oer 


formance. Saves oi anc 


A new preparation that protect é ja cuntls af tee 
the hands and face. Apply before | 54° 4 race 
starting work. Resists grease, quality plugs always on hand for 
paint, varnish, etc. Removes | ll makes of cars. 


stains and keeps the hands soft 





wri Hitec 9 ng ‘Keep ve A crane eld clear 
valuable when neede "9 ar ail St) to choose 
and up from 
Attention 
=n. “echoes | SPARK 8 
-<——-~ 
= Painters! oe 





Try a jar and convince yourself CHAMPION AND A C 
of its merit 


ZENITH MODEL 5S126 


39.95 


Zenith High Fidelity Tuning 
and Lightning Station Finder 
are Features Worth Investioat- 
ing. 


An extreme value in the medium 
price field. Tunes American and 
Foreign stations, police, amateur 
and ships at sea. Beautiful tone. 


Trade t+ Your-Old Ratio Today 
On a New Zenith 





Other Models up to $149.50, 





GAS RANGE ' 
SPECIAL | | 


$345 | 


Ivory porcelain enamel 
with marbelize sun-tan 
trim. Oven, :broiler and 
large storage space 
Delivered and installed at this low price for a short time only. 
Terms If Desired 

















Household Usefulties at Special Prices 





Quality Paint 











<p 
=? FOOD 
9: CHOPPER 
2). 
Family ize food shopper 
with 3 ers. 
saliees 
a . 


prices of the particular models 
shown. 

The appliance department, 
which is managed by S. C. Pretty, 
tries to get a ten per cent down 
payment on ironers and washers 
but require no down payment 





+ 
proof p 
4 é 
. Aggressive advertising is one of the 
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policies of the T. B. Rayl store in 
Detroit, Mich. 


where an active buyer is finishing 
up on payments for a major ap- 
pliance bought previously. Cus- 
tomers are given up to one year 
to complete payments for washing 
machines, the ‘time limit being 
(Continued on page 67) 
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Display of homeworkshop machinery and craftwork at Pettee’s, Oklahoma City 


ODERN motor - driven 

M tools represent an excel- 

lent profit opportunity 

for the up-to-date hardware store 

today, according to the experience 

of Pettee’s Department Hardware 
Store, Oklahoma City. 

Last February, for example, 
that department sold more than 
$1,000 worth of power tools in a 
single week. Volume is steadily 
increasing, according to Karl J. 
Elliott, manager of first-floor de- 
partments of the company’s main 
store. The department proper is 
in charge of Vivian Lane, himself 
an expert in the use of the equip- 
ment he sells. 

“Two major factors are creat- 
ing a market for motor-driven ma- 
chine tools,” declares Mr. Elliott. 
“One of these is the growing in- 
terest in hobbies. With magazines 
devoted specifically to hobbies, 
hobby clubs in many cities and 
even great public hobby shows 
over the country, men are paying 
more attention today than ever to 
hobbies. That creates a natural 
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How Pettee'ss Sell 
Power Tools 


New Leisure and Hobbies Create New 
Demands for Modern Home Work-Shop 


Tools .... 


and growing demand for shop 
equipment. 

“The second major factor that 
is creating a market for motor- 
driven equipment and tools is the 
gradual tendency to shorter work- 
ing hours. Workers turn to the 
home work-shop for pleasure and 
recreation—an outlet for this extra 
leisure.” 

Several elements enter into the 
successful operation of this depart- 
ment in Pettee’s. First is the dis- 
play of the equipment, where it 
may be found easily by prospects. 
The section is on the main floor 
of the four-story main building, 
where any man walking through 
this part of the store will see it 
displayed to incite further interest. 

Next, the company placed in 
charge of the section a man who 


not only knows the line but is an 
enthusiastic hobbyist. He not only 
knows the merchandise he sells 
but he knows as much about what 
a man can do with each piece of 
equipment carried as any customer 
or prospect who may come along, 
because he has been using this and 
similar equipment for years. 

Before he tries to sell a new ar- 
ticle, he takes it to his own work- 
shop and tries it out. Then he is 
in position to boost it intelligently 
and tell a prospect exactly how it 
should be used. He also is able to 
suggest new uses which the cus- 
tomer himself would not think of 
in connection with the article. 

A local hobby club meets regu- 
larly. Mr. Lane is an active and 
enthusiastic mem ber, attending 
nearly all meetings and partici- 
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pating in its exhibits. Recently, 
one of his customers demonstrated 
six different pieces of power equip- 
ment he had purchased at Pettee’s, 
as the feature of one of the club 
meetings. He made no secret about 
where he purchased the equipment. 

Periodically, the store arranges 
a special machine tool window dis- 
play, in which articles made by 
Pettee customers are featured. A 
card names each article and gives 
the name of the customer who 
made it. A larger general sign says 
the items were made by Pettee cus- 
tomers. 

Another type of window display 
that invariably attracts much at- 
tention and sells tools is one in 
which boys from vocational classes 
of local high schools work right 
in the window with tools taken 
from the department. The com- 


pany finds that the noon hour is 
the best time to use this type of 
window, because it attracts men 
who are off work for lunch and 
have a few minutes to watch the 
demonstration or come into the 
store and inquire about equipment. 

Mr. Lane keeps the name of 
every power machine tool buyer, 
together with his address and tele- 
phone number. He contacts each 
customer regularly, not only to 
sell him additional equipment but 
to learn from him who are good 
prospects known to the customer. 

“Tt seems to me that the modern 
hardware store is passing up a 
wonderful opportunity not to push 
this type of merchandise to the 
limit,”” Mr. Elliott declares. “The 
market for motor-driven equip- 
ment alone is great, for the more 
pieces of equipment a man buys, 


the more he wants. There is no 
such thing as a completely 
equipped shop. 

“But in addition to profit from 
tool sales, hobbiests are the best 
possible prospects for a variety of 
related articles. They buy hand 
tools—the best available, usually. 
They buy paint, varnish, glue, 
wood screws, cabinet hardware— 
a dozen items that represent good 
profit for the hardware dealer. No- 
where in the store is there such an 
excellent opportunity for compan- 
ion sales.” 

The company has built up a 
substantial business with public 
and private schools over the state. 
This business is obtained by the 
use of manufacturers’ catalogs, 
direct-mail advertising, personal 
letters and close cooperation with 
vocational instructors. 





Continental Steel Utilizes “Steel Show On Wheels” 


HE Continental Steel Corp., 

Kokomo, Ind., has equipped a 
trailer with a complete exhibit of 
steel products and is making the 
rounds of dealers for their inspec- 
tion. This traveling display presents 
Continental’s 83 steel products for 
farm and home improvement. 

Inside the trailer is a compact, 
complete, combination display room, 
office and private projection room. 
Ranged along one side as a major 
exhibit are actual specimens of the 
15 types of Continental Flame- 
Sealed fence. On the other side are 
arrayed the 14 styles of steel roofing 
and siding produced by the com- 
pany, special prominence being 
given to the new “Tyl-Lyke” roof- 
ing. Steel posts and gates, bale ties, 
and nail mill products, roofing ac- 
cessories and other of the Continen- 
tal “83” line are displayed on tables 
and wall panels, supplemented by 
cabinets. 

At one end of the trailer is a 
large lounge seat and table and at 
the other, space for a projection 
screen used for sound films showing 
mill processes, sales opportunities 
for steel, merchandising methods 
and dealers’ cooperation. Heater, 
refrigerator, and radio are among 
the incidental comforts of the Con- 
tinental steel show. 
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In addition to product displays, the interior of the Continental steel show on 
wheels contains an office, lounge and motion picture display room. 
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Feminine Appeal 
In Skeet Shooting 


By GEORGE PINCKNEY 


Gun Specialist, 
Remington Arms Co.. Bridgeport, Conn. 


Miss W. Hanley, Stamford, Conn., participating in the Women’s 
Great Eastern Skeet Championships at Lordship Shooting 


Grounds, Conn., 1936 


KEET has an atmosphere about 
S it that appeals to women—the 

atmosphere of the country club; 
the fashionable hunt club, and the at- 
tractive shooting clothes that have 
been developed for them to wear. 
And no woman likes to be left in the 
cold when there is something in- 
teresting doing. Hence, if she has 
a flare for sport, she will go for 
Skeet as readily as any man. 

Women who have hunted in the 
field, will see in Skeet a game which 
will improve their hunting eye. It 
will teach them to correct their 
aim; teach them what is the matter 
with their shooting in the field. And 
the reverse is also probably true 
with many other women. If they 
have never shot in the field, Skeet 
will bring out a desire to try their 
luck on game shooting. 

But the proper outfitting of the 
woman presents a problem, for the 
suitability of her shooting equip- 
ment will largely determine her en- 
thusiasm for the sport. A woman 
trying out Skeet for the first time 
should not be given just any gun 
that is handy. Anyone who would 
really like to see her enjoy the 
game, should not hand her a twelve 
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Mrs. A. W. Walker, Washington, D. C., runner-up of the Great 
Eastern Skeet Shooting Championship, 1936. 
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gage gun and expect her—or almost 
any other beginner—to enjoy it. 

She should not be handed a big 
gun which has too much recoil. Nor 
can she be expected, if she is slight 
of build, to swing a heavy shot gun 
with ease. Unless the gun is slight 
enough to swing easily, she is net 
only under an unjustified handicap 
but will tire and the game will not 
appeal to her. 

For much the same reason, a 
pump gun is not the ideal gun for 
the woman shooter. Most women 
do not have sufficiently long reach 
to handle a pump gun quickly and 
without fatigue. They can do it, 
and reach out far enough to handle 
the gun but it will not be the com- 
fortable position which is necessary 
for the game. 

The consensus of opinion among 
Skeet shooters, men and women, is 





Why It Is Called “Skeet” 


“Skeet” as it is known today was 
designed and developed by William 
H. Foster who introduced it to the 
public in February, 1926. It was 
named by Mrs. Gertrude Hurlbutt of 
Dayton, Mont., who won a prize 
competition by suggesting the old 
Scandinavian word meaning shoot. 


—The Sunset. 





that the twenty gage gun is the best 
for the beginner. This may be either 
an auto-loading or a double barrel 
gun but this gage seems to be the 
happy medium for women. 

There is of course a certain gage 
that will each _ individual! 
shooter the greatest satisfaction. The 
twelve gage is too heavy in weight 


give 





and recoil for the average woman 
Skeet shooter. The .410 and the 28 
are light and easy to handle, but 
the shot pattern is so small that the 
percentage of misses is high among 
the beginners and they do not get 
the thrill of shooting targets. 

With the proper gun, women have 
already proven that they can fre- 
quently and with astonishing reg- 
ularity, beat their men opponents 
over the traps. The most fashion- 
able country clubs, hunt clubs, and 
riding clubs in the country now have 
Skeet fields, where it is a popular 
There are 2,500 Skeet Clubs 
where 


sport. 
scattered over the country 
women can enjoy the sport. and 
where 50.000 shooters, a good por- 
tion of them women, are already 
following it. Many of them have 
established themselves in the Skeet 
world as shots of no little ability. 


Business And Industry Must Train Their Own Men 
By MORGAN FARRELL, Director 


Chilton Bureau of Economic Research 


LTHOUGH four million _ per- 
N sons came of working age 
during the last six years, 
there is a growing shortage of 
skilled help in many lines. Business 
and industry are deeply concerned 
with these hopeful and strong but 
unskilled young people for it is 
from among them that the replace- 
ments for the superannuated em- 
ployees and the recruits for the 
growing industries must be drawn. 
Yet these four millions had never 
worked before and it is quite likely 
that about three millions of them 
are not now working in trade nor 
business. 

There is plainly but one thing to 
insure a steady inflow of 
trained young people into the ranks 
of production and allied personnel 
and that is for industry to set up its 
own training schools in greater 
numbers. The smaller manufacturer 
or proprietor of an establishment 
may feel that he can’t afford this. 
But there are many ways of train- 
ing apprentices: from turning them 
loose in the shop to learn what they 
can, to putting carefully selected 
lads through a privately maintained 
school, from which they emerge in 
four or five years with a degree. 

Before looking further into some 
oi the ways of training apprentices, 
a glance at the last U. S. Census, 


do to 
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will show how tragically business 
has neglected its apprentice system. 
Out of 30,371,547 workers in 81 ac- 
tivities which have apprentices, 
there were 93,245 indentured, or one 
to every 326 workers. The wholesale 
and retail trade with 5,353,165 op- 
eratives had only 2754 apprentices. 
a ratio of only one in every 1954. 

The bare essentials of a system 
for training a youth of eighteen in. 
say, shop work are: (a) to expose 
him to the job he is to do, i.e. put 
him out in the shop, at a bench or 
a machine; (b) to help him learn 
how to use his tools by instruction, 
observation, and imitation; (c) to 
show him’ the work to be accom- 
plished and how to do it, and (d) 
to keep him progressing from easiei 
to harder jobs until his skill is fully 
developed. 


Limitations 


Then he is ready to do journey- 
man work on that particular sort 
of job. And this is about all the 
apprentice training most employers 
can afford. If they can train a 
likely lad to a man’s work in one 
department, they are satisfied and 
so is he. If he is exceptionally am- 
bitious, he will learn another job on 
his own. 

To secure the hest results in the 


shortest possible time, however, a 
more systematic plan of training is 
necessary. So we find many 
panies operating schools for train- 
ing shop apprentices. They are in 
charge of professional instructors. 
The work is divided into class and 
shop periods and a complete course 
may take one or two years. 

The scope of these schools is by 
no means limited to training men 
for the shops. Many of them have 
courses jn draftsmanship, in foreman 
training, and even in business and 
engineering, leading to a 
equal to that of any of the standard 
technical schools. 

Henry Ford’s 
cludes a_ full 
primary grades from the first to the 
twelfth in his Greenfield Village 
Schools: vocational training in the 
Henry Ford Trade School, where 
boys cash — scholarships, 
which may reach $1,390 a year: the 
Ford Apprentice School for grad- 
uates of the Trade School and Ford 
employees. In addition, the Ford 
Training School was started in 1935 
to train high school graduates, who 
could not find jobs, for employment 
with the Ford Company. Finally. 
there is the Edison Institute of 
Technology for advanced engineer- 
ing instruction. 


com- 


degree 


training plan in- 


series of schools: 


receive 


(Continued on page 88) 














Louisiana Chain Store Tax Upheld, 


U.S. Supreme Court Approves 4 to 3 


Decision Rendered May 17th, 1937, Applicable to All States Approves States’ 
Authority to Levy Chain Store Taxes. Decision Came from Test Case Appeal 
by A. & P. Grocery Chain and May Basically Be Considered Substantial Vic- 
tory for Such Tax Programs. Graduated Scale of Tax Levies from $10 to $550 
Per Store. Other Chains Supported A. & P. in its Unsuccessful Court Fight. 
Louisiana Law Bases Levy on Total Number of Stores Operated in All Parts 


and small enterprises gen- 

erally, regardless of their 
character, are expected to be 
placed in a substantially stronger 
competitive position with chain 
stores as the result of the Supreme 
Court 4-to-3 decision on May 17, 
1937, which upheld the constitu- 
tionaiity of the Louisiana State 
tax on chain stores. Applicable 
to all states, the opinion held that 
Louisiana has authority to tax 
chain stores on the basis of the 
size of the chain of which they 
are a part as a means of mitigat- 
ing the evils of competition. 

The decision grew out of an 
appeal by the Great Atlantic & 
Pacific Tea Co., operating 15,082 
grocery stores, attacking the valid- 
ity of the Louisiana Chain store 
tax law. The company said in 
its brief that if the law were up- 
held “the era of the national chain 
is over.” The tax is graduated 
upward on the basis of the num- 
ber of units in the chain, no mat- 
ter where they are located. Go- 
ing further, the company declared 
that “it may perhaps also be said 
that the era of national corpora- 
tions and of firms and individuals 
doing business in more than one 
state is over.” The Louisiana law 
subjects each store to an annual 
tax of $550, which the company 
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of the Country 


By L. W. MOFFETT 


Washington Representative 
of Harpware AGE. 


argued, would “open the door to 
the application of a similar theory 
to franchise, income and other 





L. W. MOFFETT 


taxes.” The expectation is that 
having been validated by the Su- 
preme Court other states will copy 
the Louisiana act. 

Speaking for the Court, Mr. 
Justice Owen J. Roberts was 
joined by Chief Justice Charles 
E. Hughes, Mr. Justice Louis D. 
Brandeis and Mr. Justice Ben- 
jamin N. Cardozo. The minority 
opinion was written by Mr. Jus- 
tice George Sutherland, who was 
joined by Mr. Justice James C. 
McReynolds and Mr. Justice 


Pierce Butler. Mr. Justice Willis 
Van Devanter and Mr. Justice Har- 
lan F. Stone did not participate 
in the case. 

The majority held that in grad- 
uating a chain store tax a state 
legislature is at liberty to take 
into account the number of stores 
in the chain outside as well as 
within the state. The minority 
vigorously challenged this view, 
declaring that such a tax was a 
denial of “the equal protection 
of the laws and an attempted exer- 
tion of the legislative power of the 
state with respect to properties 
and business located beyond its 
territorial borders.” 

The Louisiana State law, passed 
in 1934, was a product of the 
Huey P. Long regime. It provides 
a tax of $10 each on stores in 
Louisiana belonging to a chain or 
group of not more than 10 stores, 
regardless of their location. The 
tax is graduated up to $550 per 
store for chains with more than 
500 stores. In Louisiana the A. 
& P. has 106 stores out of its to- 
tal of 15,082. It was joined in 
its fight against the Louisiana tax 
by F. W. Woolworth Co., J. C. 
Penney Co., Sears, Roebuck & 
Co., Montgomery Ward & Co., 
and Liggett Drug Co. Objections 
to the law were taken up one by 
one by Mr. Justice Roberts. He 
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‘declared that the levy was an oc- 


cupational or license tax and 
pointed out that the Court had 
upheld several state laws impos- 
ing a graduated tax on chain 
stores based on the number with- 
in the state. 

Passing on the question whether 
chain stores in a chain outside the 
state properly could be counted, 
the majority said: “If the com- 
petitive advantage of a chain in- 
crease with the number of its 
component links, it is hard to see 
how these advantages cease at the 
State boundary. Under the find- 
ings a store belonging to a chain 
of 100, all located in Louisiana, 
has not the same competitive ad- 
vantages as one of 100 Louisiana 
stores belonging to a Nation chain 


of 1,000.” 


The A. & P. 


Mr. Justice Roberts pointed out 
the A. & P. leaned heavily on the 
findings of the lower court re- 
garding the relative business in 
New Orleans of the A. & P. and 
the H. G. Hill Stores, Inc. a 
Louisiana corporation, wherein the 
Court found the operations and 
merchandise of the two to be gen- 
erally of the same character. The 
A. & P. has 62 of its Louisiana 
stores in New Orleans, while there 
are 8 Hill stores in that city out 
of a total of 92 in the entire state. 

The gross volume of sales of 
Hill in New Orleans is much 
greater, it was found, and it does 
more business per store than the 
A. & P. does but the total pur- 
chasing power of the A. & P. is 
much greater than that of Hill. 
It was pointed out that A. & P. has 
field offices located at primary 
markets in charge of specialists 
and supervised by central pur- 
chasing offices in New York and 
maintains warehouses throughout 
the country, whereas the Hill op- 
erations are confined to Louisiana 
and chiefly to New Orleans. 

Under the law, it was explained, 
Hill is taxable at the rate of $30 
compared with $550 assessable 
against the A. & P. 

The majority pointed to specific 
findings of differences between the 
two groups and also to “the gen- 
eral finding that addition of units 
to a chain increases the competi- 
tive advantage of each store in 
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the chain.” In 1932, it was stated, 
the A. & P. from its vendors re- 
ceived “secret rebates, allowances 
and brokerage fees amounting to 
$8,105,000, which were demanded 
by the company as a condition of 
purchasing from the vendors in 
question.” It was pointed out that 
divided among the company’s 
stores this was $350 for each 
store or almost as much as the 
tax imposed by Louisiana. The 
tax, Mr. Justice Roberts said, “is 
laid solely upon intrastate com- 
merce.” It was further stated that 
“in the exercise of its police pow- 
er the state may forbid, as inimi- 
cal to the public welfare, the 
prosecution of a particular type 
of business, or regulate a business 
in such manner as to abate evils 
deemed to arise from its pur- 
suit.” 

Continuing, the majority opin- 
ion said: 

“Whatever a State may forbid 
or regulate it may permit upon 
condition that a fee be paid in 
return for the privilege, and such 
a fee may be exacted to discour- 
age the prosecution of a business 
or to adjust competitive or eco- 
nomic inequalities. Taxation may 
be made the implement of the 
exercise of the State’s police pow- 
er, and proper and reasonable dis- 
crimination between classes to 
promote fair competitive condi- 
tions and to equalize economic 
advantages is therefore lawful. 


Regulation 


“If in the interest of the people 
of the State the Legislature deemed 
it necessary either to mitigate 
evils of competition as between 
single stores and chains, or to 
neutralize disadvantages of small 
chains in their competition with 
larger ones, or to discourage mer- 





chandising within the State by 
chains grown so large as to be- 
come a menace to the general 
welfare, it was at liberty to reg- 
ulate the matter directly or to 
resort to the type of taxation evi- 
denced by the act of 1934 as a 
means of regulation. 

“The appellants (the chain 
stores), by incorporating in some 
other State or by spreading their 
business and activities over other 
States, cannot set at naught the 
public policy of Louisiana. The 
claim is, essentially, that even if 
local evils flow from the appel- 
lant’s methods the State cannot 
control those evils because its 
power is limited to conditions cre- 
ated by the members of the chain 
found within the State. The con- 
clusion is that the State must treat 
these stores as if they were some- 
thing different from what they 
really are, since to do otherwise 
would be to reach beyond the bor- 
ders of Louisiana for the measure 
of the tax. 

“The argument answers itself. 
The policy Louisiana is free to 
adopt with respect to business ac- 
tivities of her own citizens she 
may apply to the citizens of other 
States who conduct the same busi- 
ness within her borders and this 
irrespective of whether the evils 
requiring regulation arise solely 
from operations in Louisiana or 
are in part the result of extra- 
State transactions. 

“It is not a denial of due proc- 
ess to adjust such license taxes as 
are here involved to meet the 
local evil resulting from business 
practices and superior economic 
force, even though those advan- 
tages and that power are largely 
due to the fact that the taxpayer 
does business not only in Louisi- 
ana but in other States.” 





Retail Sales Average 


Daily average retail sales in April 
registered an increase of about six 
per cent over April a year ago and 
continued the gain made during the 
first three months of this year, ac- 
cording to calculations by the Amer- 
ican Retail Federation. Sales of 
furniture, foods and new cars in- 


Showed 6% April Gain 


creased in April sufficiently to off- 
set the drop in the sales of goods 
stimulated by Easter buying in 
March. The sales volume in April 
is estimated to have totaled $3,600.- 
000,000, a gain of $200,000,090 over 
April, 1936. 
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OW to increase buying by 
summer customers has 


long been a question with 
retailers of all lines of merchan- 
dise. Naturally the first requisite 
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, 
is to have merchandise in which 
the public has an immediate and 
lively interest. Seasonal goods 
are imperative if we are to hold 
the attention of hot weather shop- 
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Color Will Give Your Windows 


pers—insofar as the hardware 
store is concerned. For this rea- 
son we have chosen the sporting 
goods and playthings departments 
to supply the “come hither” mer- 
chandise for our window trim this 
issue. Every one who can possibly 
get to water during hot weather is 
interested in sand toys and other 
items to amuse children. It is rea- 
sonable to expect many sales of 
utility merchandise from the hard- 
ware stock will be made to these 
customers seeking outdoor play 
items. 

Next to the right merchandise 
is its presentation. It must be dis- 
played—especially during warm 
weather—in a neat arrangement. 
A cluttered window in hot sum- 
mer weather is a detractor of 
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trade, so make the window simple 
and uncrowded. The HARDWARE 
AGE interchangeable display fix- 
tures will aid you immeasurably 
in keeping the arrangement sim- 
ple, as illustrated here. A set of 
instructions for building these fix- 
tures yourself is yours for the ask- 
ing. The fixtures are not sold or 
manufactured by anyone com- 
mercially. You can have them 
made by a carpenter or in your 
own shop. 

Color is one of the most potent 
forces available to change people 
from a lethargic state of mind to 
one of pep and buying impulses. 
For this reason we recommend 
that cool colors be used in these 
window displays in summer. The 
background piece for the beach 
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toys window should be dark 

royal blue for the water, the crest 
of the wave should be white and 
the remainder either pale blue or 
light green. To enliven this very 
cool scheme, the awning over the 
sand box may be orange. While 
orange is a hot color, a small 
amount such as this will not react 
against, but help to accentuate the 
coolness of the background piece 
A little help will 
be given by the colorful inflated 
fish and the green and orange 
umbrella. Avoid a 


by comparison. 


conglomer- 


ation of color and keep the blues 
predominating. 

In the camp equipment window, 
the background may be any shade 
of blue er green strong enough to 
make the lettering stand out in a 
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or Summer Sales 


readable way. This window is also 
built on a base of the HARDWARE 
AGE interchangeable display fix- 
tures. The merchandise shown 
will introduce enough color relief 
to carry the color scheme. 

For the drawing of the wave in 
the beach toy window you will 
find a chart on the opposite page 
which will make its production 
relatively easy. Decide how wide 
your enlarged design is to be and 
then divide the decided 
upon into the same number of 
squares as the small chart. You 
will then be able to map the de- 
sign easily and accurately. The 
painting in with flat colors and 
the lettering completes the job. 


space 


ready for placing in the back- 


eround. 
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A FLOWER-POT 
CANNOT BE PLACED 
ON THE WINDOW -SILL, 

ACCORDING TO A 
10S ANGELES, CAL., LAW 





























A PERSON ALLOWING 
A LAWN SPRINKLER TO 

SHOWER THE SIDEWALK 
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r 1 HE small independent deal- 
ers were getting along 
swimmingly. They had one 

good break after another. What 

they were accomplishing was a 

great surprise to the country. 

Many had believed that the small 

merchant was doomed; in fact, 

the small merchant himself had 
been losing hope. Suddenly there 
was a great change of sentiment 
in the country. This change 
started with all the revelations 
that came to light in the Patman 
Chain Store hearing. It became 
evident to every fair-minded busi- 
ness man that the big distribution 
organizations such as the mail or- 
der houses, the chain stores, etc., 
were taking unfair advantages. All 
this progress culminated in the 

Tydings-Miller bill. 

After the passage of the Pat- 
man bill, after the governors of 
38 states had signed fair trade 
legislation supplementing the Pat- 
man bill, after the Supreme Court 
had given its decision on trade- 
marked brands, the President’s 
letter opposing the passage of the 
Tydings-Miller bill came like a 
bombshell. The President was 
supposed to be the champion of 
the small dealer. He was sup- 
posed to be against monopolistic, 
favor-seeking, great combinations 
of capital and business. Now by 
this action, he in a large measure 
nullifies all the good work that 
has been done in behalf of the 
small merchant. 

In this case, as he did in his 
proposed bill to pack the Supreme 
Court, the President did not fol- 
low the ordinary and usual ma- 
chinery of legislation. As a mat- 
ter of fact, in the case of the 
Tydings-Miller bill he adopted 
the method of practically vetoing 
the bill before it passed. 
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Naturally with such surprising 
and erratic movements on the part 
of the Chief Executive of the coun- 
try, all the business men are say- 
ing to themselves: “What next?” 
Just as an observer on the side 
lines, one wonders at the motives 
back of some of these eccentric 
executive moves. Has the fact that 
the Patman bill was passed by 
both houses of Congress no weight 
whatever on the Presidential 
mind? Has the fact that the leg- 
islatures and governors of 38 
states have passed and signed fair 
trade legislation supplementing 
the Patman law no weight what- 
ever with our Chief Executive? 


Weight of Judgment 


In the nature of the case it is 
beyond the ability of even the 
strongest human mind to be thor- 
oughly familiar with all the prob- 
lems back of the legislation that 
comes before the President. Is it 
possible that perhaps a half dozen 
inside confidential advisers are 
steering the mind of the President, 
as against the tremendous weight 
of the judgment of the merchants 
of the country, of Congress, of the 
state legislatures and the Supreme 
Court? Are we to believe that 
he thinks that all these millions 
of merchants, legislatures, etc., do 
not understand what is for the 
greatest good of the country, and 
that he and his small coterie of 
secret advisers are gifted with 
supreme wisdom and insight into 
the needs of the country beyond 
that of all these other Americans? 

There are all kinds of theories 
as to what is back of this recent 
astonishing action on the part of 
the President. One of these is 
that the N.R.A. having been 
knocked out by the Supreme 
Court, the President expects by 


What Next? 


By SAUNDERS NORVELL 


the changes he proposes in the 
Supreme Court to reinstate the 
N.R.A. and govern the business 
of the country from a centralized 
headquarters in Washington. If 
this should happen, then every- 
thing that has been done in the 
way of fair trade laws by the 38 
states would be nullified. Here 
develops a new question of what 
is the limit of the centralization 
of government, and what are the 
powers of the states. The old 
question, in another form, of state 
rights. 

All of us know that the Patman 
law in a sense caught the great 
distributing interests napping. 
They did not believe that such a 
thing could happen. But it did. 
And now these great interests, 
backed by the best legal talent 
and millions of capital are again 
in the fight. Their fight, of course, 
is to kill the Patman law, to kill 
these fair trade laws in the states, 
and to kill the stabilization of 
prices on trademarked goods. To 
indicaté the extremes to which 
they will go, one only needs to 
read the advertisements of Macy’s 
department store here in New 
York. ‘ 

Macy’s have been bringing out 
their own private brands, and 
they have been advertising and 
demonstrating in their store a 
comparison of their private 
brands with certain well-known 
manufacturers’ brands, trying to 
convince the public that they can 
sell their private brands of the 
same quality as the manufactur- 
ers’ brands at a much lower price. 
The whole idea of their advertis- 
ing is that the manufacturer who 
has built up a large business and 
a great reputation on his own 
brand of goods is overcharging 
the consuming public. Macy’s for 
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years have advertised the claim 
that they sell practically every- 
thing at lower prices than their 
competitors. If I remember cor- 
rectly they claim an average of 
6 per cent lower. 

| have been informed by a 
hardware dealer in Brooklyn that 
one day a man called at his store 
and asked his price on a certain 
brand of lawn mower. The dealer 
gave him the price and, of course, 
attempted to make a sale. This 
man, however, was very frank. He 
stated he was an agent for Macy’s, 
that one of their customers had 
bought this lawn mower from 
them and then had claimed that 
this Brooklyn hardware dealer 
was selling it at a lower price. 
Therefore, Macy’s, in order to 
make good on their claims of sell- 
ing everything cheaper, sent this 
agent over to the hardware store 
to confirm their customer’s state- 
ment. Now in all reason, what 
kind of merchandising is this? 

A prominent manufacturer re- 
cently told me that he attempted 
to sell one of the greatest depart- 
ment stores in New York a spe- 
cial brand. The buyer of this 
department store asked him if he 
were making an effort through 
other retailers to have his own 
trademarked brand sold at a fixed 
price. The manufacturer admitted 
that that was his policy. “Then,” 
said the buyer of this department 
store, “we will not give you an 
opportunity to make any of our 
special brands because your pol- 
icy of stabilizing your trade- 
marked goods is against our in- 
terests.” 

We have recently received Mer- 
rell’s Trade Reports from Wash- 
ington. One of these is called the 
Sphere, and is dated March, 1937, 
and the other is their bulletin of 
May 5. Both the Sphere and this 
bulletin deal in a most interesting 
manner with the present situation 
in Washington, especially as_ it 
bears on the Tydings-Miller bill. 
I am sure the following quotations 
from the Merrell bulletin dated 
May 5 will be interesting: 

“The unprecedented move by the 
President against the Tydings-Miller 
bill makes the chances of its passage 
this session very slim. Certainly 
worth puzzling over are the political 
motives behind this high-handed ac- 
tion. He waited almost two weeks 








after the Federal Trade Commission 
had sent him its adverse report and 
until the House Rules Committee 
had allotted time for debate before 
he openly reached over into the legis- 
lative branch to stop the bill. 

“The proponents of this measure. 
the small dealers, are convinced that 
sinister machinations of their op- 
ponents, mainly price-cutting depart- 
ment stores, have caused the Admin- 
istration to sell them out. They 
reason that the opposition knew 
themselves to be licked in the House 
and the Senate and therefore con- 
centrated their efforts on the chief 
executive, perhaps cleverly maneuv- 
ering those economic advisers known 
to be against any type of price con- 
trol which is not directed and reg- 
ulated by the federal government, to 
bring pressure on the President. 
Whether this is so, however, seems 
questionable. 

“The proponents seek to find a 
vulnerable spot on which to turn the 
heat and if possible to salvage the 
bill as written, or, failing that, to 
have the bill’s principles accepted 
as a part of some new Administra- 
tion omnibus trade regulation pro- 
posal. The opponents, and it is 
likely that they are as much surprised 
as the proponents, seek to bolster 
up their unexpected victory and kill 
the measure for keeps. 


May Be Step To Improve 
Government Bond Market 


“The innocent bystander seeing 
this as one of the many overt acts by 
the Administration against rising 
prices, wonders if it is not a canny 
move to bring down stock prices and 
clear the market for government 
bonds now that the President is going 
to have to borréw money. A _ tax 
program is unpopular with whatever 
party is in power, be it-a spender or 
a tightwad. Certainly whether de- 
signed to do so or not, the killing of 
the Tydings-Miller bill helped to 
bring downthe market and strengthen 
the borrowing position of the govern- 
ment. 

“Under this interpretation, how- 
ever, the death of the bill is only part 
of a series of Administration moves. 
These include: the aluminum trust 
suit. which is the New Deal’s first 
real attempt to evoke the anti-trust 
laws to control monopoly; the Presi- 
dent’s admonition to civil service 
employees not to dabble in the stock 
market; the projected changing of 
W.P.A. work to projects with low 
material costs in order to depress 
the rising prices of durable goods; 
the releasing of Cummings’ trustbust- 
ing report which stressed collusive 








bidding on government contracts and 
the inadequacy of the present anti- 
trust laws to cope with such things 
and requested a commission to study 
the need for revision of these laws. 
These are all intimations of a broad 
front, anti-monopoly policy and pos- 
sibly it is foolish to look any farthe: 
back than the face of them, for the 
motive. The New Deal is plainly 
seared of inflation, and is clutching 
at every straw to save itself. Of 
course the kind of inflation which 
concerns the Administration is an 
uprushing of prices ahead of wages 
and is not the dramatic printing press 
kind of inflation which the public 
usually visualizes at mention of the 
word. 

“If the Tydings-Miller bill was not 
stopped as a means toward a larger 
end, it could have been delayed long 
ago in the Judiciary Committees or 
at least pigeon-holed by sending the 
adverse F.T.C. report to the Rules 
Committee before the rule was 
granted. But the fact that the bill 
was dramatically allowed to reach a 
definite time for debate in the House 
before it was knocked out, and the 
fact that in customary fashion th» 
President went fishing leaving behind 
him to figure the whole thing out 
Congressional leaders. business men. 
state legislators, and governors who 
have recently signed fair trade law- 
or have one on their desks now for 
signature, are indicative. 

“Fundamentally the Tydings-Mil- 
ler bill is a recognition of the states’ 
rights principle and as such is con- 
trary to practically everything the 
Administration is trying to do in the 
field of industrial control at the 
moment. To approve it the President 
would be admitting that the states 
with a federal enabling act are equip- 
ped to handle certain trade practice 
regulations themselves as has been 
already done in the control of prison 
made goods. Such an admission at 
this juncture would weaken the 
President’s adamant position for re- 
vamping the Supreme Court. It 
would also eat away, by piece-meal 
modification of the anti-trust laws. 
the scope of the probable omnibus 
federal regulation of business and 
labor conditions. The device of 
swapping anti-trust relaxation for 
hour and wage concessions as used 
under the NRA would be lost if this 
measure should get under the wire 
without making business pay for it. 

“On the surface the President’s 
defeat of the Tydings-Miller bills 
seems a victory against state regula- 
tion. Yet this refusal of the federal! 
government to aid the operation of 

(Continued on page 102) 
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Packed to Sell 


New /fiF EWE, Kelly Quality 
Hammers and Hatchets 


These new TRUE TEMPER, Kelly Quality Hammers and Hatchets are packed 4 tools to the box. 


The new Kelly Quality, TRUE TEMPER Hammers 
and Hatchets are shown above as they are now 
packed in beautiful, eye appealing Counter 
Display Boxes of exclusive design. 

Each box of 4 tools contains a Display Card with 
real selling punch. Each tool has 4 exclusive 


features of handle and head construction which 


will make it the choice of every craftsman who 
trys it. Ask your jobber’s salesman to quote 
you on these new tools and make your Hammer 


and Hatchet line the choice of craftsmen. 


THE AMERICAN FORK & HOE CoO. 
Makers of Essential Tools e CLEVELAND, OHIO 


FORKS © RAKES * HOES * SHOVELS © AXES © HATCHETS * HAMMERS © SCYTHES © FISHING RODS AND BAITS * GOLF SHAFTS 
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HERE is, perhaps, a certain 
amount of popular miscon- 
ception as to the aims, func- 
tions and workings of the Com- 
mittee on Industrial organization. 
This is reasonable enough in view 
of the sudden appearance of the 
Committee and the phenomenal 
growth of the industrial union 
movement, with which it is asso- 
ciated. 

So it may be helpful to those 
who would correctly appraise this 
movement to give a brief summary 
of the composition and method of 
operation of the C.I.O. 

First let it be stressed that it is 
a Committee and not a federation 
of trades unions. Its President is 
John L. Lewis, its Treasurer Sid- 
ney Hillman and its Secretary 
Charles P. Howard. Its members 
are the heads of the unions affili- 
ated with it. Its purpose is to aid 
in the formation, growth and at- 
tainments of purpose of unions 
within single industries. This it 
does by conference with the offi- 
cers, organizers and numbers of 
such unions, at which they are 
given the benefit of the Commit- 
tee’s experience and of its own 
organization. 

The industrial unions remain 
autonomous bodies in the plainest 
sense of the word. They are mere- 
ly affiliated with the C.I.O by 
mutual agreement. Each industrial 
union continues to act for itself. 
When this is understood, the be- 
ginnings of the strike of the United 
Automobiles Workers at the Gen- 
eral Motors plants become clearer. 

The popular impression was the 
U.A.W. members had gotten out 
of hand, i. e. out of control of the 
C.1.0. and had prematurely started 
a strike. The actual facts were 





*Note: Mr. Lewis is the brother and 
associate of John L. Lewis, President 
of the Committee on Industrial Organ- 
ization. 
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that the autonomous union had 
exerted its independent right to 
strike when the right moment ar- 
rived. After the strike had begun, 
John L. Lewis and other members 
of the Committee went to Detroit 
to assist the leaders of the U.A.W. 
in their handling of both strike 
and negotiations. 

The purpose of the C.I.O. is to 
aid, as its name ,indicates, in the 
organization of trades unions in 
the mass-production industries but 
the organizing is done by the men 
within each industry. There are 
no charters given by the C.I.0. 
Each union is, to repeat, wholly 
self-contained. 


EDITOR'S NOTE—This is a particu- 
larly timely subject, worthy of the 
thoughtful interest of every business 
executive. The recent gains and the 
current activities of organized labor, 
coupled with legislative develop- 
ments favorable to its cause con- 
tinue to be one of the most vital 
problems faced by American busi- 
ness. This article obtained direct 
from C. I. O. headquarters is offered 
as news and for its informative im- 
portance. It will be of immediate 
special interest to every manufac- 
turer and wholesale distributor of 
hardware and allied products. In 
the near future the prospect of retail 
clerk unionization may also be faced. 


In this way have the strong in- 
dustrial unions in the steel, auto- 
mobile, rubber and glass indus- 
tries been inaugurated. The tex- 
tile industry is in the process of 
organizing itself and considerable 
progress has been made in _ the 
shoe and leather industry. A start 
has also been made in the ship- 
building, electrical manufacturing 
and oil industries. 

The following list of the present 
members of the C.1.0. and of affili- 
ated unions gives a good view of 
the scope and accomplishments of 


the C.I.0.: 


John L. Lewis, President, United 
Mine Workers of America. 

Frank Bennett, President, Amalga- 
mated Association of Iron, Steel and 
Tin Workers. 

Sidney Hillman, President, Amalga- 
mated Clothing Workers of America. 

David Dubinsky, President, Interna- 
tional Ladies’ Garment Workers’ 
Union. 

Francis Gorman, President, United 
Textile Workers of America. 

Harvey C. Fremming, President, Oil 
Field, Gas Well and Refinery Workers 
of America. 

Reid Robinson, President, Interna- 
tional Union of Mine, Mill and Smelter 
Workers. 

Glen W. McCabe, President, Federa- 
tion of Flat Glass Workers of America. 

Homer Martin, President, United 
Automobile Workers of America. 

S. H. Dalrymple, President, Rubber 
Workers of America. 

John Green, President, Industrial 
Union of Marine and Shipbuilders. 

James Carey, President, United Elec- 
trical and Radio Workers of America. 

M. Zaritsky, President, Cap and Mil- 
linery Dept. of the United Hatters, 
Cap and Millinery Workers Int. Union. 

Charles P. Howard, President of the 
International Typographical Union. 

Heywood Broun, President, American 
Newspaper Guild. 


Mr. Howard and Mr. Broun are 
members of the Committee but 
the bodies they head are not yet 
affiliated. The total number of 


(Continued on page 56) 
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but the WORLD’S BIGGEST MAGAZINE 


is twice as big as the second biggest... 


OLD MINES, cities, mountains, rivers —in one 
classification after another it’s the same story: 
The biggest in the world is very little larger than the 
second biggest. But the world’s biggest magazine is 
far ahead of its nearest competitor—it’s twice as big! 
Each week The American Weekly reaches nearly 
6,000,000 families. And these families, it has been 
proved, are the most responsive buyers in the world. 
They read advertising and ACT! That’s because the 
vast circulation of The American Weekly is concen- 
trated in the country’s richest trading areas. ..in624 of 
the nation’s 3,074 coun- 
ties where 68% of all fam- 
ilies live, and where 80% 
of all retail sales are made. 


This is the powerful 
selling support you get 
from manufacturers who 
advertise inThe American 
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AMERICAN 
WEEKLY 









Greatest 
Circulation 


in the World 


anh 


NEARLY 
6,000,000 
CIRCULATION 





NEAREST 
COMPETITOR 
CIRCULATION 


THE 
== SAWIEEKLY 


**The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 


Weekly —a selling support that means faster turnover 
and greater profits for you. 


What The American Weekly is 


The AmericanWeekly is the largest magazine in the 
world. It is distributed through the 17 great Hearst 
Sunday newspapers. In 627 of America’s 995 towns 
and cities of 10,000 population and over, The American 
Weekly concentrates 67% of its circulation. 


In each of 174 cities, it reaches better than 
one out of every two families 


In 144 more cities, 40 to 50% of the families 
In an additional 134 cities, 30 to 40% 
In another 175 cities, 20 to 30%° 


... and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 
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The C.I.O. 


(Continued from page 54) 


members of the associated unions 
is problematic, since it has been 
growing with the utmost rapidity 
in recent weeks and the paper- 
work is far behind the actual work 
of organization. It is probably 
not far from 2,250,000. 

The industries already on the 
list with those which have been 
named as in the process of organi- 
zation, cover the mass production 
industries pretty thoroughly. In 
many of these, notably the auto- 
motive, the newly formed and self- 
contained industrial union is the 
first to have any real strength and 
cohesion—that is to be a real ef- 
fective instrument in the workers’ 
dealings with the employers. 

Before the coming of the United 
Automobile Workers, the only in- 
dependent workers’ unions in the 
plants were those chartered by the 
American Federation of Labor. 
And these included only the men 
on the assembly line, some elec- 
tricians, painters, carpenters, 
molders, etc. There were very few 
of the skilled machinists, who 
make up the bulk of the working 
force in an automobile plant, in 
any union. The industrial union 
aided by the C.I.0. has changed 
that to an important degree. 

The question is often asked: 
“What does the C.1.0. contemplate 
doing, in the way of assisting in 
the organization of labor in retail 
stores?” 

My only answer to that is to 
say very plainly: “We are doing 
nothing at present in the way of 
oraginzing retail business labor.” 

It may be noted in passing, that 
the recent agreement between the 
miners and the operators in the 
coal industry, automatically car- 
ried with it increases in wages and 
salaries from the lowliest miner 
to the top officials of the com- 
panies. This was because of an 
undestanding which has existed for 
years to that effect. 

The purpose of the Committee 
for Industrial Organization is sim- 
ple enough: We are fighting to 
obtain for the working people of 
America more of the good things 
of life, of the comforts made pos- 
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sible by the industrial civilization 
of which they are so important a 
part. Therefore, we want a fair 
share in the profits of industry. 
Finally, we are striving for more 
culture, more education for our 
children, more leisure to enjoy the 
products of our labor. What rea- 





sonable-minded person will dis- 
agree with those objectives? 

The leadership of the C.I.O. 
recognizes that it can obtain these 
things only through a solvent in- 
dustry and its aim, therefore, must 
be to maintain industry in a profit- 
able condition. 


Demonstrations Increase 
“Home Show” Sales 





N S. REEVES, vice-president 
e of Wright & Wilhelmy Co., 


Omaha, Neb., demonstrated an 8 


cu. ft. all-porcelain Gibson re- 
frigerator at his company’s recent 
Homes Show in Omaha. Such per- 
sonal contacts as this and the fact 
that the company goes out of its way 
to develop business for its dealers 
has resulted in its rating third high- 
est in “distributor efficiency,” unin- 
terruptedly for the first four months 
of 1937, in its group of 28 medium- 
sized distributors for the Gibson 
Electric Refrigerator Co., Green- 


ville, Mich. 


Westinghouse Aids 


The Westinghouse Refrigerator Spe- 
cialist is one of a series of publications 
issued by Westinghouse on its appli- 
ances. It presents facts that will act 
as a guide to better and more profitable 
selling of Westinghouse refrigerators. 
The text has been divided into three 
general sections: product sales fea- 
tures, a sales plan, and basic facts. A 
second booklet, Modern Home Laun- 
dering is designed to acquaint the user 
with the best methods for receiving the 
most efficient results from Westing- 
house home laundry equipment. A 
third booklet is devoted to tasty re- 








The Home Show is always a suc- 
cessful and well-attended affair. 
This year a contest was held and 
names of prospects from all over the 
states were secured. These names 
were sent on to the 40 out-of-the- 
state Wright & Wilhelmy dealers, 
along with follow-up letters to all 
the prospects, resulting in substan- 
tial sales increases with no cost to 
the dealers. 

Another of Wright & Wilhelmy’s 
activities is a five-man _ bowling 
squad which frequently meets the 
bowling teams of various dealers. 


cipes for the Westinghouse electric 
roaster and broiler-grid. Westinghouse 
Electric & Manufacturing Co., Mans- 
field, Ohio. 


Sponge Selling Aids 

Sales Manual Sheets on “How To 
Make More Money on Sponges and 
Chamois” are now being offered to 
wholesalers’ and retailers’ salesmen. 
These sheets illustrate and discuss the 
features of Anna & Andy sponges and 
chamois. thus enabling the salesman a 
stronger sales knowledge of the prod- 
uct. American Sponge & Chamois Co., 
Inc., 47 Ann St., New York City. 
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THE DOLLAR PRICE FOR “YANKEE’ QUALITY 
“YANKEE” NATIONAL ADVERTISING 
STORE DISPLAY 


. « From sales to customers who never be- 
fore owned a SPIRAL DRIVER: that great 
and growing number. of men, women and 








Your Customers Are Read- 

ing “Yankee” Handyman 

Advertising in these great 
national publications: 


boys, who like to tinker around the home. 


SAYNWA, 


a “ye / 
4 : | ey ya S| Saturday Evening Post 


Collier’s 

Popular Homecraft 
Popular Mechanics 
Popular Science Monthly 


“Yankee” Merchandiser 
packed with six Handyman 
Spiral Screwdrivers, No. 33H, 
ready to set upon your counter 
asSALES ATTRACTION and , 
tie in for you with “Yankee” & 
National Advertising. 
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CHAMBER OF COMMERCE OPPOSES FURTHER PRICE LEGISLATION 
PENDING CLARIFICATION OF ROBINSON-PATMAN ACT 


(Washington Bureau of 
HARDWARE AGE) 

Declaring the Robinson-Pat- 
man Act a sound piece of legis- 
lation, Attorney A. W. DeBirny, 
Federal Trade Commission, ex- 
plained the administration of the 
act at the round table on “Price 
Making in Distribution,” at the 
recent Washington, D. C., meet- 
ing of the Chamber of Com- 
merce of the United States. 
Speaking as an _ individual, 
rather than for the Federal 
Trade Commission, Mr. DeBirny 
discussed facts in _ individual 
cases brought under the act, the 
issues involved and their present 
status. He pointed out that 
many of the cases being pro- 
ceeded with are cases on which 
the application of the law is not 
self-evident. The Commission 
has, insofar as possible, he de- 
clared, sought to cooperate with 
industry, “endeavoring quietly to 
secure compliance of firms who 
were uncertain as to require- 
ments of the law and who 
promptly complied when their 
practices were questioned.” 


Reviewing the 19 complaints 
that have been issued so far, Mr. 
DeBirny said that such progress 
is being made that before long 
many of the issues raised will 
have been decided by the com- 
mission. Fourteen cases involve 
alleged direct discrimination in 
price, four involve the brokerage 
section, which permits payment 
of commission only when service 
is rendered by brokers, bars dis- 
crimination in service and ac- 
ceptance from sellers of allow- 
ances or discounts in lieu of 
brokerage, etc., while one case 
charges the respondent with 
knowingly receiving a prohibited 
discrimination in price. 

Of the first group of cases Mr. 
DeBirny said, “The issues _in- 
volved in these cases will permit 
the Commission to make findings 
particularly as to the effect upon 
competition of the various dis- 
criminations. We may find it 
needless to consider whether 
savings in manufacturing, selling 
and delivery costs justify certain 
price differences because in the 
first instance the effect of such 
differences may not be to injure 
competition with the seller or 
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with the recipient of the more 
favorable price and therefore no 
justification has been required. 

“It is possible that the facts 
as developed will indicate that a 
certain differential in one indus- 
try will create an injury to com- 
petition and a much larger dif- 
ferential in another industry not 
produce any injurious effect upon 
competition.” 

Of the five other cases, he 
stated that, “Generally speaking, 
the time worn issues of consti- 
tutionality which have been 
raised to the provisions of the 
Sherman law, the Interstate 
Commerce Commission Act and 
the Clayton Act for the past 
forty years are again present in 
the answers. There is a new 
element in the attempt by Con- 
gress to regulate interstate sales 
where the injury may be solely 
to competition of an intrastate 
character.” 

Albert Haring, Associate Pro- 
fessor of Economics, Lehigh 
University, speaking on “Pricing 
Problems Relating to Branded 
Merchandise,” said that to solve 
successfully the price problem 
of 1937, the manufacturer must 
first squeeze out surplus promo- 
tion costs, learn and meet the 
quality requirements of his mar- 
ket, and then choose methods of 


distribution which do net involve 
‘ 


too much competitive waste. 

“Under these new competitive 
rules, the present evolution of 
distribution will continue with 
some modifications,” he held. 
Outlining trends he sees, he said 
that there would be: an effective, 
although possibly slower, weed- 
ing out of the inefficient; gen- 
eral fall in the prices of national 
brands to meet private brand 
competition; a tendency for 
manufacturers to limit distribu- 
tion to outlets with similar costs; 
systems of sales promotions 
where manufacturers give dis- 
tributors a strong incentive to 
carry but one brand or a very 
limited number of brands, and 
manufacturers reaching out to 
control outlets, possibly by co- 
operative agreement. 

He further saw: significant in- 
crease in the amount of private 
brand business done by chains, 
department stores, etc.; a great- 





er use of price contracts with 
minimum prices, except for very 
low turnover items, from 5 to 
20 per cent below full list prices, 
and more stability in manufac- 
turing and_ distribution with 
operation at narrower margins 
and great rewards for enhanced 
efficiency. 

Kenneth Collins, vice-presi- 
dent, Gimbel Brothers, speaking 
on ‘‘Prices in Distribution,” 
stated that retailers are not in- 
creasing their unit sales to keep 
pace with increases in popula- 
tion, despite large expenditures 
of public funds toward bolstering 
buying power, and in spite of 
recent wage increases. Mr. Col- 
lins said, “Consumers probably 
face increased prices in many 
lines of merchandise. . . . But 
more retailers are in agreement 
that the continued talk of manu- 
facturers about fantastic further 
price increases is leading us 
toward a price structure some 
time in fall that would be totally 
unacceptable to the public.” 

The Chamber passed a resolu- 
tion declaring that enactment of 





additional federal or state legis- 
lation respecting price difference 
should be postponed until the 
practical applications of the 
Robinson-Patman Act have been 
worked out by the Federal Trade 
Commission and the courts, and 
that uncertainties which now 
exist have been replaced by defi- 
nite standards that all can be 
expected to understand and fol- 
low. It was stated that the draft- 
ing of any statute undertaking 
to establish criteria in so many 
fields and under so many diverse 
circumstances has left uncertain- 
ties that sellers in every field 
are entitled to have the applica- 
tions of the statute made plain. 

In a resolution on price making 
methods the Chamber restated its 
opposition to legislation forbid- 
ding selling at delivered prices 
pending examination of proposals 
for such legislation. Another 
resolution, on retail merchandis- 
ing, condemned unjust discrim- 
inatory laws and recommended 
to business men’s organizations 
in all states that they oppose all 
proposals for legislation which 
would contravene these princi- 
ples. 





BILL PROTECTS OWNERS OF PATENT PROCESSES 
AGAINST FOREIGN INFRINGEMENT 


A Bill, H.R. 5725, introduced 
into the House, March 17, by 
Mr. Peterson of Florida, adds to 
Section 337 of the Tariff Act of 
1930, a supplementary definition 
of “unfair methods of competi- 
tion and unfair acts in the im- 
portation of articles.” 

It makes it unfair competition 
to import or sell in the United 
States “articles or products in- 
cluding combinations or mixtures 
containing such articles or prod- 
ucts, which have been produced 
or processed in any foreign coun- 
try . . . by means of a process 
described in any outstanding 
U. S. Letters Patent” unless 
made or imported under license 
of the patent owner. 

The point, of course, is to 
prevent people from using 
cheaper foreign labor and mate- 
rials plus an American patented 
process to produce goods abroad 
and then dump them on the 
domestic market in competition 
with American goods made here 





by the same process, unless they 
are bona-fide licenses. 

The Bill has been referred to 
the Committee on Ways and 
Means. 


BERKSHIRE HDWE. TAKES 
OVER RETAIL STORE 


The retail hardware and feed 
store operated at 70-72 Union 
St., North Adams, Mass., by the 
Berkshire Coal & Grain Co., has 
been taken over and will be 
operated by the Berkshire Hard- 
ware & Farm Equipment Co. R. 
F. Rowles, the manager, was for- 
merly manager of the Sears Roe- 
buck’s retail store in North 
Adams and of their “A” stores 
in Boston and Philadelphia. 

Extensive alterations are being 
made in the store and other 
lines, particularly farm equip- 
ment, will be carried in addition 
to hardware. Catalogs of hard- 
ware and allied lines would be 
appreciated. 
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CARNEGIE-ILLINOIS TO 
HAVE NEW PLANT 


On May 22, William A. Irvin, 
president of the United States 
Steel Corp., Chicago, using a 
stainless steel spade, turned the 
first earth at ground - breaking 
ceremonies at the site of Car- 
negie-Illinois Steel Corporation’s 
new $60,000,000 Irvin Works, 
named in his honor. Mr. Irvin 
was the principal speaker at the 
ceremonies held atop Camden 
Hill, Mifflin Township, Alle- 
gheny County, Pa. Benjamin F. 
Fairless, of Carnegie - Illinois, 
acted as master of ceremonies. 

The plant will take shape un- 
der a building layout that is al- 
most a mile long and about a 
quarter of a mile wide. Fifty-two 
acres will be required to house 
the mills alone. More than 100 
additional acres will be needed 
for warehouse space, shipping 
yards, and other facilities neces- 
sary to operation. The plant will 
have an annual production ca- 
pacity of 600,000 tons of sheet, 
strip and tin plate. 





HORTON MFG. NAMES 
NEW DISTRIBUTOR 


Joseph C. Lewis, general man- 
ager of Horton Mfg. Co., Fort 
Wayne, Ind., manufacturer of 
KleenZoning washers and Beauty 
Aid ironers, has announced the 
appointment of the Republic Dis- 
tributing Co., Grand Rapids, 
Mich., as distributor for those 
lines for western Michigan. 


CARBORUNDUM BAND WILL 
PLAY AT CLEVELAND SHOW 


The Carborundum Band of 60, 
under the direction of Edward 
D’Anna and which has been heard 
over the radio for the past 11 
seasons, has been invited to ap- 
pear at the Great Lakes Exposi- 
tion at Cleveland, Ohio. The band 
is scheduled to play two concerts 
on the afternoon and evening of 
July 24, which will be known as 
Carborundum Day at the exposi- 
tion. It is expected that one or 
perhaps both of the programs will 
be broadcast and Francis D. Bow- 
man, advertising manager of The 
Carborundum Co., Niagara Falls, 
who has written, produced and 
announced the Carborundum 
radio programs since their incep- 
tion, will be at the microphone. 
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The band will be accompanied 
by a group of officials of the 
company including, Dr. Frank J. 
Tone, president; G. R. Rayner, 
vice-president; F. H. Manley, 
treasurer; Charles Knupfer, gen- 
eral sales manager; Arthur Batts, 
secretary, and a number of de- 
partment heads, sales representa- 
tives, and other employees. The 
company officials upon their ar- 
rival, will be guests at a luncheon 
given by the board of directors of 
the exposition and special honors 
will be paid to Dr. Tone and he 
and Mr. Bowman will receive the 
honorary title of Admiral of The 
Great Lakes. 


ELECT WALTER C. WEED 
WEED & CO. DIRECTOR 


Walter C. Weed, great, great 
grandson of the founder of Weed 
& Co., Buffalo, N. Y., wholesale 
hardware distributors, was re- 
cently elected a director of the 





WALTER C. WEED 


company. Mr. Weed, who is weil 
liked by his associates and by 
customers of the company, has 
been working on and studying the 
det: ils of purchasing, receiving, 
sales promotion, credit and 
financial matters as applied to 
hardware distribution, for the 
past four years. He is a member 
of the fourth generation of the 
Weed family to be active in the 
business, which his great, great 
grandfather founded in 1818. 
NEW DISTRIBUTORS 
FOR ABC LINE 
Erskine-Healey, Inc., 420 St. 
Paul St., Rochester, N. Y.. and 
Higgenbotham-Pearlstone Hard- 





ware Co., Dallas, Tex., have been 
appointed distributors in their re- 
spective territories for the ABC 
washers and ironers manufactured 


by Altorfer Bros. Co., Peoria, IIl. 





APPOINT TWO MORE 
ENDURO DISTRIBUTORS 


N. J. Clarke, vice-president in 
charge of sales, Republic Steel 
Corp., Cleveland, Ohio, has an- 
nounced the appointment of two 
new distributors of Enduro stain- 
less steel. The new distributors 
are Huey & Philp Hardware Co., 
with warehouses at 1900 Griffin 
St., Dallas, Tex., and 2310 Main 
St., Houston, Tex., and Star 





Steel Supply Co., 7522 Oakland 
St., Detroit, Mich. 





K. B. KOMP REPRESENTS 
BILLINGS & SPENCER CO. 


The Billings & Spencer Co., 
Hartford, Conn., has appointed 
Kenneth B. Komp, Detroit, 
Mich., as its new direct factory 
representative for the states of 
Michigan and Ohio. Mr. Komp is 
well known among distributors 
in Michigan and Ohio. He will 
devote his entire time to the sale 
of Billings forged tools, assist- 
ing distributors in Ohio and 
Michigan. His headquarters will 
be at the Billings & Spencer De- 
troit warehouse located at 3006 
Bates St. 





CLIFFORD R. BABSON JOINS INGERSOLL & NORVELL 
BECOMES PARTNER IN SALES CONSULTANTS’ FIRM 


Widely Known in Hardware and Sporting Goods Field. For 
Many Years Associated with National Lead Co., Interests 
Specializing in Sales Direction. Plans Concentrated Sales 
Direction and Related Services for Smaller Manufacturers. 


Clifford R. Babson, widely 
known in the hardware and sport- 
ing goods trades of the country 
announces that he has become a 
partner is the firm of Ingersoll, 
Norvell and Babson, sales con- 
sultants, with offices at 370 Lex- 
ington Ave., New York City. Mr. 
Babson is prominent as a sales 
executive, having been closely as- 
sociated for many years with the 
National Lead Co.’s interests, spe- 
cializing on sales problems. His 
partners, W. H. Ingersoll and 
Saunders Norvell, have been as- 
sociated, together, for the past 
four years as sales consultants 
operating from New York City. 

Explaining, briefly, the objec- 
tives and plans under which the 
newly formed partnership will op- 
erate, Mr. Babson states: “It is 
evident to any student of present- 
day merchandising that the 
larger concerns, having in their 
various departments men who are 
trained experts in buying, manu- 
facturing, financing, advertising 
and selling are not only doing a 
larger volume of business than 
their smaller competitors but are 
also making a larger percentage 
of profits, as their recently pub- 
lished statements clearly indicate. 
The smaller manufacturer or dis- 





tributor cannot afford to employ 
full-time expert specialists in 
these various departments. 

“The smaller manufacturer or 
distributor may be well trained 
asa manufacturer, accountant or 
buyer, but he may lack selling 
efficiency due to a lack of prac- 
tical sales experience. This class 
of business man is frequently at 
a great disadvantage, because his 
sales volume is not sufficient to 
carry his overhead nor does it 
permit him to develop the lowest 
production and operating costs. 

“No matter how efficient a busi- 
ness is in other respects, if sales 
are not sufficiently large, it can- 
not be successful. Good selling 
will overcome many weaknesses 
in other parts of a_ business. 
Therefore, my partners and I be- 
lieve that there is a definite field 
for practical selling help, by ex- 
perienced selling talent, on a 
part-time basis and therefore at 
a modest cost. This is the ser- 
vice we offer and for which we 
invite inquiries.” 

In this connection, Mr. Babson 
stresses that he offers not alone 
his own long experiences in the 
selling field, but also the experi- 
ences of the other two partners, 
Messrs. Ingersoll and Norvell. 
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WORTHINGTON TO HAVE 
TWO NEW WAREHOUSES 


The Geo. Worthington Co.. 
802-832 St. Clair Ave., N. W., 
Cleveland, Ohio, wholesale hard- 
ware distributors, has started the 
construction of two new ware- 
houses, adjoining the organiza- 
tion’s present plant. One of the 
new units will be 25 by 60 feet 
and the other will measure 100 
by 120 feet. Each of the 


new 
buildings, which will be five 
stories high, will be connected 
to the present plant on each 
floor. Construction is to be of 
modern steel frame and _ rein- 
forced concrete. Fast moving 


five-ton elevators will be installed 
and up-to-date conveyor systems 
will be used. The loading ca- 
pacity of each floor will be 300 
Ibs. to the square foot. 

The new buildings will give 
the company loading facilities 
for eight additional trucks. Both 
buildings will be ready for oc- 
cupancy about Sept. 1. 


HUDSON COUNTY DEALERS 
TO HOLD PICNIC, JUNE 27 


The Hudson County (New 
Jersey) Hardware & Housefurn- 
ishings Association will hold its 
second annual outing and din- 
ner, Sunday, June 27, at Saltz’s 
Hotel, Mt. Freedom, Morristown, 
N. J. Ample recreational facili- 
ties will be available and prizes 
will be offered for various sports 
events. 

Tickets will be $2.50 for adults 
$1.25 for children. They may be 
obtained from: H. Krug, 851 
Park Ave., Union City, N. J.: 
M. B. Perlman, president of the 
association, 37 Jackson Ave., 
Jersey City, N. J., or J. Perkel, 
secretary, 490 Bergenline Ave., 
Union City, N. J. 


N. Y. HOUSEWARES SHOW 
TO BE HELD JULY 11-17 


The New York Housewares 
Manufacturers Association will 
hold its annual New York House- 
wares Show at the Hotel Penn- 
sylvania, 7th Ave. and W. 33rd 
St.. New York City from July 
11 to 17, 1937, inclusive. This 
mid-summer show will include 
September sales specials, regular 
fall merchandise and wares de- 
signed especially for the holiday 
season. Three full floors will be 
devoted to housewares, electrical 
appliances and bathroom acces- 
sories and a fourth floor will be 
given over entirely to china, 
glass, pottery and allied mer- 
chandise. On Thursday evening, 
July 15, there will be a banquet 
at the hotel after which there 
will be a sail up the Hudson on 
the S.S. Peter Stuyvesant, with 
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dancing and floor show as en- 
tertainment. 

Mrs. Flo English, secretary of 
the association has her head- 
quarters at the Hotel Pennsyl- 
vania. 

J. McMUTRIE JOINS 

PIERCE HARDWARE CO. 


J. McMutrie is now a buyer 
for the Pierce Hardware Co., 
Taunton, Mass., wholesale heavy 
hardware house. Mr. McMutrie 
had previously been affiliated 
with the Belcher & Loomis Hard- 
ware Co., Providence, R. LI. 
wholesale hardware distributors. 


SPENCER HARDWARE CO. 
REORGANIZES 


The directors of the Spencer 
Hardware Co., one of the oldest 
stores in Keene, N. H., at a recent 
meeting made several reorganiza- 
tion and promotional changes in 
the management of the company, 
which is a wholesale and retail 
firm dealing in hardware, cutlery, 
paints, oils, and varnishes. 

Walter L. Goodnow, who has 
been with the company for the 
past 31 years and who in recent 
years had relieved the late Her- 
bert A. Woodward of much of 
the active management of the 
concern, was chosen general man- 
ager and treasurer. He will be 
assisted by Rupert E. Robinson. 
Otis Hutchins, Niagara Falls, N. 
Y., was reelected president and 
Roy M. Pickard, an attorney, a 
new director. The other direc- 
tors are Judge John E. Allen and 
attorney, Harry W. Watson, who 
serves as clerk in the store. 
Myron A. Nims, who has been 
with the company for the past 49 
years, has retired. 


RACKCLIFFE BROS. SELL , 
MILL SUPPLY DEPT. 


Bob Smith and A. N. Klebes 
have purchased the good will and 
merchandise of the mill supply 
department of Rackliffe Brothers 
Co., Inc., heavy hardware whole- 
salers at New Britain, Conn. 
Messrs. Smith and Klebes will 
conduct their mill supply busi- 
ness as Smith & Klebes. Inc., at 
25 Bigelow St., New Britain. 


FREEZER MAKERS BUREAU 
PLAN JUNE CAMPAIGN 


An extensive program to pro- 
mote the sale of ice cream freez- 
ers is being conducted by the Ice 
Cream Freezer Bureau, 424 Book 
Tower, Detroit, Mich. The bu- 
reau is maintained by seven lead- 
ing manufacturers of hand ice 
cream freezers and offers free 
of cost window display material. 
featuring June as official Freezer 








Month. A _ national advertising 
campaign in consumer publica- 
tions will focus attention on ice 
cream freezers during the month 
of June. 


WHEELING STEEL CORP. 
TRANSFERS THOMAS 
John B. Thomas has been ap- 
pointed manager of the Atlanta, 


Ga., district sales office of the 
Wheeling Steel Corp. Mr. Thomas 





J. B. THOMAS 


succeeds R. F. Smith whose 
duties are transferred to special 
sales activities. Mr. Thomas had 
been assistant manager of the 
wire sales division located at 


Wheeling, W. Va. 





COPELAND PROMOTES 
J. D. McLEOD 


Dallas E. Winslow, president 
of the Copeland Refrigeration 
Corp., Detroit, Mich., has an- 
nounced the appointment of J. D. 
McLeod as _ vice-president and 
general manager. Mr. McLeod 
came to Copeland as general sales 
manager last December from the 
Chevrolet Motor Co., where, over 
a period of 14 years, he served as 
special representative, regional 
sales promotion manager, city 
sales manager for Detroit, and 
zone manager at Flint. 





CLARKE REJOINS STAFF 

OF UNITED ENGINEERS 

Charles W. E. Clarke has re- 
joined the staff of the United 
Engineers & Constructors, Inc., 
as consulting engineers with 
headquarters at 1401 Arch St., 
Philadelphia, Pa. 


MANUFACTURERS’ AGENT 
REQUESTS CATALOGS 


Wholesale Hardware Co., Inc., 
763 10th Ave., New York City, 
manufacturers representatives, 
handling industrial supplies and 
equipment would like to receive 
manufacturers catalogs. 














STANLEY DUNNING HEADS 
N. Y. PAINT ASSOCIATION 


More than 200 members and 
guests attended the annual meet- 
ing of the New York Paint, 
Varnish & Lacquer Association, 
held May 13 at the Hotel Bilt- 
more, New York City. Stanley 
C. Dunning, Muralo Co., Inc., 
Staten Island, N. Y., was elected 
president and Harry R. Hillman, 
Eagle Paint & Varnish Co., 
Brooklyn, N. Y., the retiring 
president of the association be- 
came vice-president of the asso- 
ciation for the ensuing year. 
Harold A. Wakefield, Imperial 
Paper & Color Corp., New York, 
is the new secretary. Hendrick 
E. Hendrickson, S. Winterborne 
& Co., was reelected treasurer. 
Thomas F. Brennan, American 
Can Co., Thurlow J. Campbell, 
Valentine & Co., New York City, 
Charles W. Griffin, Colonial 
Works, Inc., Brooklyn, N. Y., A. 
E. Horn, A. C. Horn Co., Long 
Island City, N. Y., Leo Silver- 
stein, Benj. Moore & Co., New 
York City and J. P. Surtoc, E. 
I. duPont de Nemours & Co., 
were elected members of the ex- 
ecutive committee. 

Frank P. Cheesman, Chees- 
man-Elliot Co., Brooklyn and 
Edward J. Cornish, National 
Lead Co., were elected honorary 
members of the association, and 
as neither was present friends 


accepted the certificates in their 


behalf. G. Austin Wharry, 
chairman of the program-enter- 
tainment committee announced 
that a golf tournament would be 
held June 22 at the North Hills 
Country Club, Douglaston, Long 
Island. 

A bill of professional enter- 
tainment, including song and 
dance acts and an impersonator 
of radio and stage stars, con- 
cluded the meeting. 





FLOYD L. GREEN HEADS 
GENERAL REFRACTORIES 


Floyd L. Greene, formerly ex- 
ecutive vice-president of the Gen- 
eral Refractories Co., 1600 Real 
Estate Trust Bldg., Pittsburgh, 
Pa., was elected president of that 
organization at a meeting of the 
board of directors on April 16 
He succeeds S. M. D. Clapper 
who was elected chairman of the 


board. 





WISHES CATALOGS 
FOR NEW STORE 
Saul Ascher has purchased the 
Post Co. hardware store at 24 


Union Ave., Irvington, N. J., and 
is operating the business as the 
Irvington 
Paint Co. 
preciate receiving manufacturers 
and_ wholesalers 
price lists. 


Center Hardware & 
Mr. Ascher would ap- 


catalogs and 
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Typical of Barrett Shingle value are Barrett Broad Shadow Shingles with the 
built-in shadow band, an exclusive Barrett feature. They are so good-looking 


they almost sell themselves. 
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T._pical of Barrett’s 1937 Sales Promotion Material is the ‘Slow Fire” direct mail campaign available to Barrett dealers free. “Slow Fire” has 
already proved itself the strongest sales maker in the roofing industry. 


The right shingles and the right selling 
program for PROFITABLE ROOFING SALES 


Here’s the prize-winning combination for roofing sales—Barrett 
Real quality roofings and Barrett’s unmatched sales promotion ma- 
ed im . e 
vargh, terial. Dealers and applicators all over the country are “‘going 


f that places”’ this year with Barrett. 
of the 
il 16 There are Barrett Shingles and Roll Roofings to meet every roof- 


apper ing requirement...to suit every customer’s purse... all backed 
of the by ‘‘the greatest name in roofing”’ and Barrett’s 83 years of roof- 
ing experience. 

A comprehensive, result-getting promotion program includes all R oO Oo F I N G Ss 
dthe | the tools you need to build sales. It’s the talk of the industry. 
at 24 
, and 
s the 
re & 
d ap- 
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vr [ THE BARRETT COMPANY, 40 RECTOR STREET, NEW YORK, N. Y. 


and 
2800 So. Sacramento Avenue, Chicago, Illinois Birmingham, Alabama 
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Carry the complete Barrett line, concentrate on it, and make 1937 
a banner year. 





*Trade-mark Reg. U. S. Pat. Off. 
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TOASTMASTER PRODUCTS 
PERSONNEL CHANGES 


J. K. Munger, who has repre- 
sented the Toastmaster Products 
Division of the McGraw Electric 
Co., 213 N. 2nd St., Minneapolis, 
Minn., has been appointed east- 
ern district manager of the do- 
mestic appliance department, with 
headquarters in New York City. 
Prior to his promotion he had rep- 





1. K. MUNGER 


resented the Toastmaster Prod- 
ucts Division of the McGraw or- 
ganization in the Philadelphia 
territory, covering Pennsylvania 
and the middle and south Atlan- 
tic states. Previous to covering the 
eastern territory Mr. Munger cov- 
ered Michigan, Ohio, Indiana, 
Kentucky and western Pennsyl- 
vania, making his headquarters 
in Detroit. He has been with the 
McGraw company for three and 
one-half years and previously was 
in the electrical jobbing business 
in Detroit. 

Harold Adams, who has been 
at the home office of the McGraw 
Electric Co., Toastmaster Prod- 
ucts Div., for the past two and a 
half years, has been transferred 
to the sales department. He will 
be working in the Chicago terri- 
tory under the direction of S. J. 
Sutton. 


PHILA. LOCK CONCERN 
IN NEW QUARTERS 


The Taylor Mfg. Co. has moved 
from 157 W. Lehigh Ave., to a 
larger factory at 3200 N. Mascher 
St., Philadelphia, Pa. This firm, 
which makes locks, key blanks, 
and hardware, was organized in 
1907 when M. Taylor, then a 
young man of 20, with mechan- 
ical engineering training, entered 
into partnership with M. Fox, a 
skilled locksmith. 

The firm of Fox & Taylor at 
1028 Filbert St., Philadelphia, ex- 
panded rapidly and although it 
had many departments, it special- 
ized in the sale and servicing of 
locks and keys. In 1922 Mr. 
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Taylor purchased his partner’s 
interest and the firm name was 
changed to M. Taylor & Co. At 
that time N. Schwartz became 
manager of the company, thus 
enabling Mr. Taylor to devote 
more time to mechanical improve- 
ments on locks and machine 
tools. In that year also, the 
manufacturing operations were 
separated from the locksmithing 
division, with M. Taylor & Co. 
operating the latter while a new 
firm, the Taylor Mfg. Co. was 
organized at Mascher and Le- 
high Avenue, to continue and ex- 
pand its manufacturing opera- 
tions. 

In 1931, William Taylor, who 
had learned the fundamentals of 
lock construction during his 
spare time, was taken into the 
firm and has since served as sec- 
retary and treasvrer of the com- 
pany. Each of the three mem- 
bers of the Taylor Mfg. Co. and 
M. Taylor & Co. are actively in- 
terested in the further develop- 
ment of their company. Their 
sales policy is to sell only through 
the wholesale hardware trade. 


COLORADO DEALERS MUST 
COLLECT SERVICE TAX 


Newest variety of tax to affect 
hardware merchants is the Colo- 
rado 2 per cent service tax, 
signed on May 14 by Governor 
Ammons and now in effect. The 
tax is intended to apply to prac- 
tically all business and _profes- 
sional transactions not subject to 
the states sales tax. Under the 
law, the merchant must collect it 
from the customer and it is an 
offense to absorb it. 

When the transaction involves 
both material and service, as in 
a tin shop, the merchant must 
segregate the respective charges. 
He is permitted to deduct 3 per 
cent for service charges, 5 per 
cent for sales tax collections, to 
cover his theoretical expenses. 
Making change in collecting the 
new tax, merchants are using the 
one-fifth cent tokens introduced 
two years ago for the sales tax. 


WESTINGHOUSE IS HOST 
TO RENO SALES CO. 


On April 28, the Westinghouse 
Lamp Division of the Westing- 
house Electric & Mfg. Co., Mans- 
field, Ohio, was host to the Reno 
Sales Co., Inc., 630 Broadway, 
Brooklyn, N. Y., in recognition 
of its marked increase in lamp 
sales. At the dinner at the 
Towers Hotel Westinghouse rep- 
resentatives present were: W. J. 
Massey, manager of the N.E. di- 
vision; R. E. Ebersole, manager 
of the metropolitan division, and 
sales representatives, R. 





Jewell, H. Mauser, R. Massey, J. 
Doyle, J. B. Muller, J. Hanbury, 
E. Goffreau, I. Viullier, and E. 
Zdnek; from the Reno organiza- 
tion: O. S. Josephs, treasurer; 
H. E. Josephs, secretary; C. 
Goldman, sales manager; and 
sales representatives, L. Gold- 
man, B. Simon, L. Weiner, E. 
Minowitz, J. Sherlock, A. Jacobs, 
M. Eskin, H. Stockhammer, S. 
Peritz, J. Weitz, and H. Barth. 





HAUGEN IS PRESIDENT 
OF SCHLAFER’S, INC. 


K. M. Haugen has been elected 
president and general manager 
of Schlafer’s, Inc., Appleton, 
Wis., and A. A. Wettengel has 





K. M. HAUGEN 


been elected president of the 
Schlafer Supply Co., also of Ap- 
pleton. W. D. Schlafer has been 
elected chairman of the board of 





A. A. WE[TENGEL 


directors of the Schlafer Supply 
Co. 

Schlafer’s, Inc., one of the 
largest retail hardware stores in 
the country, was started more 
than sixty-three years ago, by the 
late O. P. Schlafer and others, 
Mr. Schlafer having been active 
head of the business until his 
passing away. Mr. Wettengel, new 
president of Schlafer Supply Co., 
has been affiliated with that firm 
for more than 46 years. 





PAVIA BROS. SEEK LINES 
FOR PORTO RICAN MARKET 


Pavia Bros., Inc., manufactur- 
ers’ representatives of San Juan, 
Porto Rico, are seeking the goods 
of American hardware manufac- 
turers to represent in Porto Rico. 
They can be addressed in care 
of P. O. Box 234. 


BUYS HARDWARE BUSINESS 


D. Carter Johns has purchased 
the Roy E. Thomas hardware at 
Dodgeville, Wis. 





FLOTO IN CHICAGO FOR 

AMERICAN STEEL & WIRE 

M. W. Floto has been named 
assistant manager of Chicago dis- 
trict sales by the American Steel 


& Wire Co., Chicago, Ill. Mr. 





M. W. FLOTO 


Floto was manager of sales at 
Detroit for 13 years and during 
the past four years was assistant 
to the vice-president and general 








manager of sales of the wire 
company. 


BESTOSEAL CO. MOVES 
TO NEW YORK CITY 


The Bestoseal Co., formerly of 
Toledo, Ohio, is now located in 
New York City at 198 Broadway. 
Under the trade name “Besto- 
seal,” the company manufactures 
complete lines of paints, var- 
nishes, paint specialties, enamels, 
waterproofings, roofcoatings, and 
glass show case cement in green, 
silver, black, and chocolate 
brown. Catalogs and price lists 
on these lines are available from 
the company. 


EDWARD WECK & CO. 
IN NEW QUARTERS 


Edward Weck & Co., Inc., has 
moved from 148 Fulton St., New 
York City, to new quarters at 
138 Fulton St. The company, 
which operates a retail cutlery 
store and also manufactures “Sex- 
toblade” razors and Weck knife 
sharpeners, was located at its old 
address for 45 years. 
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ROBERTSON ELECTED 
GOODRICH PRESIDENT 


Samuel B. Robertson, who re- 
cently succeeded James D. Tew 
as president of The B. F. Good- 
rich Co., Akron, Ohio, entered 
the rubber business after a long 
and successful career as a rail- 
road official. From 1899 to 1919, 
when he joined the Goodrich 
company, Mr. Robertson served 





S. B. ROBERTSON 


as railroad division engineer, 
superintendent in the Pennsyl- 
vania Railroad system and later 
general superintendent for the 
central system of the Pennsyl- 
Vania lines. He joined the Good- 
rich company in 1919 and soon 
became the company’s director 
of engineering. In 1928 follow- 
ing the construction of the Pa- 
cific Goodrich Rubber Co. plant 
in Los Angeles, Calif., which he 
supervised, he was elected vice- 
president and general manager 
of that company, continuing in 
that capacity until September, 
1931, when he returned to Ak- 
ron as vice-president and general 


manager of the Goodrich tire 
division. 
Mr. Robertson was elected a 


director of the Goodrich com- 
pany in February, 1937, and was 
made executive vice-president at 
the same time. He is also a di- 
rector of the Goodrich Silvertown 
Stores, Miller Rubber Co., Inc., 
and The B. F. Goodrich Rubber 
Co. of Canada, Ltd. 


WARNER HDWE. PROMOTES 
HUBERT BURNS, JR. 


Leon C. Warner, Jr., general 
manager of the Warner Hard- 
ware Co., Minneapolis, Minn., 
has announced the promotion of 
Hubert A. Burns, Jr., to be as- 
sistant manager. Mr. Burns is 
secretary of the company, and 
has previously held the position 
of comptroller. He has been as- 


sociated with the company for the 
past 17 years. 
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Leo C. May Heads Eastern Hardware Golf Assn.; 
—H. L. Gilliam This Year’s Champion. 


Leo C. May, May Hardware 
Co., Washington, D. C., was 
elected president of the Eastern 
Hardware Golf Association, fol- 
lowing the association’s third 
annual golf tournament held May 
20 to 22, inclusive, at the Buck- 
wood Inn, Shawnee-on-Delaware, 
Pa. The championship cup was 
won by H. L. Gilliam, 50 Church 
St., New York City, representa- 
tive of The Wood Shovel & Tool 
Co., Piqua, Ohio. and secretary- 
treasurer of the association. There 
were more than 120 ardent hard- 
ware golfers, among the more 
than 140 hardwaremen in at- 
tendance during the tournament. 








LEO C. MAY 


The first day a _ qualifying 
round of 18 holes medal play was | 
the program with matches being | 
drawn in flights of 16. On Friday | 
there were two nine hole matches, 
in all flights except the champion- 
ship. The championship flight | 
played twenty-seven holes so as | 
to provide an 18 hole match for | 
the finalists. Weather was ideai | 
for the tournament. 

Henry J. Funk, Albany Hard- 
ware & Iron Co., Albany, N. Y.. | 
and Jay Miller, Bethlehem Steel | 
Co., Bethlehem, Pa., won the | 
medals for the low scores. H. L. | 
Gilliam won the championship 
the runner-up being Sherrill | 
Sherman, Roberts Hardware Co., | 
Utica, N. Y. The final match was | 
two up and one to play, finishing | 
in the seventeenth hole, the | 
match being a very close one. | 
F. J. Neal, Peck, Stow & Wilcox 
Co., Southington, Conn., who was 
awarded the tin cup for having 
the highest score followed the 
usual custom of filling “the flow- 
ing cup” and passing it around 
at the final dinner. Motion pic- 
tures in actual color were taken 
during the tournament for show- 
ing at the next annual affair. 

L. Brewster Jackson, Riverton, 
N. J., representing Wickwire 
Bros., Cortland, N. Y., was chair- 





man of the tournament commit- 
tee. He was assisted by A. Perly 
Chase, Chase, Parker & Co., Inc., 
Boston, Mass., and W. L. Browne, 
Newark, N. J., representing Cy- 
clone Fence Co. 

R. W. Chamberlain, Stanley 
Works, New Britain, Conn., re- 
tiring president of the associa- 
tion, presided at the dinner on 
Saturday, at which time prizes 





R. W. CHAMBERLAIN 





H. L. GILLIAM 


were awarded and the annual 
business meeting and election of 
officers was held. The time and 
place of the next tournament of 
the association will be decided at 
the next meeting of the board of 
governors. 

Leo C. May, May Hardware 
Co., Washington, D. C., was 
elected president of the associa- 
tion. Vice-presidents are: Jacob 
A. Disston, Jr., Henry Disston & 
Sons, Inc., Philadelphia, Pa., and 
A. Perly Chase, Chase, Parker & 
Co., Inc., Boston, Mass. H. L. 
Gilliam was reelected secretary- 
treasurer. Newly elected mem- 
bers of the board are: E. E. 
Baldwin, Corbin Screw Corp.., 
New Britain, Conn.; Harold J. 
Underwood, Babcock, Hinds & 
Underwood, Binghamton, N. Y.; 
and Sherrill Sherman, Roberts 





HERBERT M. DEMAREST 

MOVING HEADQUARTERS 

Herbert M. Demarest, manu- 
facturers’ representative, has 
moved his headquarters to 330 





H. M. DEMAREST 


Mt. Prospect Ave., Newark, N. J. 
Mr. Demarest covers New York 
state, including the Metropolitan 
area and part of New Jersey. 


Hardware Co. The new officers 
are also ex-officio members of the 
new board of governors. Mem- 
bers of the board continuing in 
office are: E. W. Heymann, Edw. 
K. Tryon Co., Philadelphia, Pa.; 


Wilson F. Barnes, New York 
Wire Cloth Co., New York City; 
Henry A. Hoeynck, Simmons 


Hardware Co., St. Louis, Mo.; L. 
Brewster Jackson; John S. North, 
North Bros. Mfg. Co., Philadel- 
phia; H. C. Miller, Kruse Hard- 
ware Co., Cincinnati, Ohio; 
Henry Funk, Albany Hardware 
& Iron Co., Albany, N. Y., and 
R. W. Chamberlain, Stanley 
Works, New Britain, Conn. 


GLIDDEN TO ERECT NEW 
PLANT IN GEORGIA 
The Glidden Co., Cleveland, 
Ohio, has acquired a plant site 
in Valdosta, Ga., on which to 
erect a new paint manufacturing 
factory. 


McCUNE-MERIFIELD 
REPRESENTS SCHINDLER 


McCune-Merifield Co. 
ering the eleven western states 
and Canadian provinces of Brit- 
ish Columbia and Alberta for H. 
Schindler & Co., Inc., Canton, 
Mass., manufacturer of Rain- 
Beau fishing lines, companion 
lines to the Rain-Beau silk tennis 
strings. 

R. E. McCune handles the San 
Francisco office at 23 Sansome 
St., while John B. Merifield is in 
charge of the Seattle office at 303 
Washington Mutual Bldg. 


is cov- 
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HARDWARE SQUARE CLUB 
HOLDS SHORE DINNER 


The 


Hardware Square Club 


entertained its members and their | 


friends with a shore dinner at 
the Half Moon Hotel, Coney Is- 


land, New York, on Thursday | 
The affair was | 


evening, May 20. 
rated as one of the most success- 
ful from the standpoint of at- 
tendance and the excellence of 
the entertainment. Folowing a 
fine shore dinner, there was a va- 
riety show, which included pro- 
fessional singing and dancing 
acts and music furnished by an 
eight-piece orchestra. 

The committee which so suc- 
cessfully arranged the affair was 
headed by Ralph S. Allen, Dia- 
mond Expansion Bolt Co., and 
consisted of: P. Auerbacher, 
Jones & Auerbacher; A. Diehm, 
Franklin Hardware Co.; M. 
Drucker, Guarantee 
Co.; L. M. Edwards, American 


| GIBSON NAMES NEW SALES REPRESENTATIVE 








Specialty | 


Saw Mfg. Co.; I. Feldman, Key- | 


stone Bolt & Nut Mfg. Co.; F. 
Jerram, Federal Hardware Co.; 
A. 
son Mfg. Co.; G. Piatt, Topping 
Bros., and F. Scholl, Long Island 
Hardware Co. George Carstens, 
Topping Bros., is chairman of the 
club. 


ALASKA FIRM WISHES 
CATALOGS, PRICE LISTS 
The Tongass Trading Co., Inc., 

Ketchikan, Alaska, a wholesale 
and retail firm for general and 
marine hardware, men’s furnish- 
ings, and groceries, would like 
manufacturers’ catalogs and price 
lists from concerns interested in 
Alaska distribution. 





F. E. Basler, at the left, general sales manager of the Gibson 
Electric Refrigerator Corp., Greenville, Mich., is giving several 
pointers to Jack Helliwell, new Gibson sales representative. Mr. 


| Helliwell will be associated with Sol E. Sweet, Gibson’s mid- 


Liederman; F. Pfeiffer, Pay- | 





western district manager and will make his headquarters in 
Dallas, covering from that point, Texas, Louisiana, Mississippi, 
Arkansas, western Tennessee and eastern Missouri. 

Mr. Helliwell has been selling radios almost continually since 
his graduation from the University of Pennsylvania, his affilia- 
tions having been exclusively with Atwater Kent or R.C.A. 
Victor as a district manager for both companies. 


EAST BAY HARDWARE CO. | supplies. The Wilson Brothers 
FORMED ON WEST COAST | are experienced builders’ hard- 


é , Wils Iso hav- 
A. S. and John E. Wilson, and ware men, John Wilson also hav 


. : ing been associated with J. W. 
their brother-in-law, D. M. Gal- | DeYoung & Co., architects, in the 
loway, have organized the East | hardware end of the business. 
Bay Hardware Co. at 2085 Broad- | Mr. Galloway has had hardware 
way, Oakland, Cal. The new firm 
will specialize in builders’ hard- 
ware, and hotel and apartment | 





experience in Arkansas and re- 
cently with a large department 
store. 








BRIDGEPORT HARDWARE 
APPOINTS CALIF. AGENT 


L. E. Carpenter has been ap- 
pointed Pacific Coast representa- 
tive of the Bridgeport Hardware 
Mfg. Corp., Bridgeport, Conn., 
manufacturer of tools and hard- 
ware specialties. Educated at the 
University of Michigan, Mr. Car- 
penter entered the employ of the 
Goodyear Tire and Rubber Co. 
with which he held the positions 
of district manager of the West 
Indies, Texas and the Southwest, 
and of the Pacific Northwest. He 
was associated with the Boyle 
Mfg. Co. as sales manager in 
1924, leaving in 1936 to organize 
a sales factors’ business, handling 
steel goods, leather and rubber 
goods, sponges and chamois. 





HARDWARE MUTUAL ELECTS 
DIRECTORS AND OFFICERS 


At the recent annual meeting 
of policyholders held in the Home 
Office Building of the Hardware 
Mutual Fire Insurance of Minne- 
sota in Minneapolis, the following 
directors were elected for a three- 
year term: H. W. Addison, Mar- 
shall; A. H. Cheese, Minneapo- 
lis; S. E. Hunt, Red Lake Falls, 
and A. Marckel, Perham. 

After the annual meeting of 
policyholders, the directors met 
and elected the following officers: * 
A. Marckel, chairman of the 
board; R. J. Grant, president; 
J. E. Hanson, vice-president-trea- 
surer; A. H. Cheese, vice-presi- 
dent; D. F. Raihle, secretary, and 
D. M. Gagne, assistant treasurer. 





EMPIRE CITY SUPPLY ASSOCIATION AT ANNUAL PARTY 





On March 20, members and guests of the Empire City Supply Association gathered for its third annual dinner-dance 
at the Hotel New Yorker, New York City. Entertainment was presented in night-club fashion with a revue and six spe- 


cial acts. Dance music was furnished by Gene Kardos and his Brunswick Recording Orchestra. 


The association was 


organized four years ago. Harry B. Sales is secretary of the group which makes its headquarters ut 2308 Third Ave., 


New York City. 
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**,.. Of course I don’t mean exactly 
that—but the analogy is there. Pie 
crust is a vegetable compound which 
you bake in the oven at about 500 
degrees heat. Most of the ordinary 
finishes are vegetable compounds, 
too—baked on steel sheets at 
about the same heat. 


“But porcelain enamel is a min- 
eral substance. There is nothing 
organic or vegetable in it. And 
to make it have this lovely, life- 
time finish —the heat in the firing 
furnaces goes as high as 1600 

degrees. It is actually melted down 
like molten lava in the furnace and fused, or 
EDUCATIONAL BUREAU welded right onto its supporting metal. 


PORCELAIN ENAMEL “That’s why it is flint-hard and non-absorb- 

INSTITUTE, Inc. ent; why it never fades or loses its lustre— 

612 North Michigan Avenue why it is the lifetime easy-to-clean finish— 
Chicago why we always recommend it.” 


Have you seen the new book “Selling Points for Household Appliances”? 
Send for your free copy today. 


RCELAIN ENAMEL 2<4éc7 

















GEORGE A. GUNN 


George A. Gunn, a hardware- 
man since 1882 when he came to 
this country from Scotland, his 
native land, as a boy, died May 
13 in Pittsburgh, Pa., at the age 
71. He worked a while in New 
York and moved to Pittsburgh 





GEORGE A. GUNN 


where he joined the Bindley 
Hardware Co. His next affilia- 
tion was with Heenan Bros. or- 
ganization, later traveling for that 
firm as a mill supply salesman. 
For a time Mr. Gunn operated 
his own business, the Gunn Tool 


& Supply Co., but preferring to | 


travel he discontinued his own 
company and went with the Jos- 
eph Woodwell Co., 


man for the Simonds Saw & Steel 
Co., Fitchburg, Mass. 

At the time of his passing he 
was a manufacturer's representa- 
tive, with headquarters in Pitts- 
burgh. 


FRANK WILLIAM BRADSBY 
Frank William Bradsby, 59, 
Hillerich & Bradsby 
Co., Louisville, Ky., manufactur- 
ers of baseball bats, golf clubs, 
etc., passed away recently fol- 


secretary, 


lowing an illness of two weeks. 
He was president of the Athletic 


Institute, a national organization 


which, among other things, pro- 
moted baseball on the Olympic 
games’ schedule. For 19 years he 
was president of the Chamber of 
Athletic Goods 
Manufacturers and was a past 
president of the National Asso- 
ciation of Golf Club Manufac- 
turers and a director of the 
Louisville Baseball Club. 

In 1911, while a salesman for a 
St. Louis sports goods house, Mr. 
Bradsby met J. A. Hillerich and 
the two men formed the present 
firm. He had traveled throug’)- 


Commerce of 


66 


Pittsburgh. | 
Later he became an outside sales- | 


OBIT 


out Europe and made numerous 
trips in the United States. Mr. 
Bradsby was active in fraternal 
organizations and was a member 
of the board of directors of the 
Hosair Crippled Children’s Hos- 
pital. He had made his home in 
recent years in Miami, Fla. 





HENRY S. NELSON 


Henry S. Nelson, partner in the 
Phil B. Bekeart Co., San Fran- 
cisco,  Calif., manufacturers 
agents, who was well known to 
the hardware and sporting goods 
trades in the far west passed 
away several weeks ago after 
thirty-eight years of activity as a 


salesman in the west. In 1899 he 
joined the Dunham, Carrigan, 
Hayden Co., San _ Francisco, 


wholesale hardware distributors 
and two years later went on the 
road for the Seattle Hardware 
Co., Seattle, Wash., wholesale 





| with that organization for four 
years when he returned to the 





| pany as manager of its sporting 
| goods department. 


Since 1909 he had been a mem- 


| ber of the Bekeart organization, 
| becoming a partner of the late 
| Phil B. Bekeart in 1920. He was 
particularly well known to the 
trade in the western states but 
also enjoyed a wide circle of 
friends among eastern manufac- 
turers. Mrs. 
daughter survive. 


HERMAN J. RUHLING 


Herman J. Ruhling, 69, for 
more than 30 years a hardware 
dealer in Salina, Kan., passed 
away several weeks ago. He had 
been active in businessmen’s or- 
ganizations and civic affairs in 
Salina for many years. Mrs. 
Ruhling, a son, and three brothers 
living in Chicago survive, one of 
them, Fred Ruhling, being a 
hardware retailer in Chicago. 





PERCY L. GUITERMAN 


Percy L. Guiterman, president, 
Guiterman Co., Inc., 35 S. Wil- 
liam St., New York City, Euro- 
pean sales agents for American 
Manufacturers, passed away re- 
cently at his home in New Ro- 
chelle, N. Y., at the age of 55. A 
native of London, England, he 
| came to this country in 1903 to 
enter the export business estab- 
lished by his father in New York 
and London in 1876. In his 38 
years of active association with 
the export trade he was for many 
years a director of The American 
Exporters & Importers Associa- 





hardware distributors, continuing | 


Dunham, Carrigan, Hayden com- | 


UARY 


tion and, among other activities, 
served on the Arbitration Com- 
mittee of the Chamber of Com- 
merce of the State of New York. 
He made numerous trips abroad 
and leaves many friends in busi- 
ness circles here and in Europe, 
particularly in England. 

He is survived by his brother, 
H. M. Guiterman, managing di- 
rector of the London organiza- 
tion and vice-president of the 
New York company. 


F. J. EAGEN 


F. J. Eagen, 59, Ridgway, Pa.. 
hardware dealer, passed away re- 
cently following a year and a half 
of failing health. In 1901 he was 
employed by a plumbing concern 
and two years later established 
a hardware business of his own, 
later opening branch stores in 
Johnsonburg and St. Marys. He 
was active in civic, fraternal and 
philanthropic affairs in his com- 
munity. Mrs. Eagen and_ six 
children survive. 





CHARLES B. MOORE 


| Charles B. Moore, 63, Depping 
| & Moore, Westfield, Mass., hard- 
| ware dealers, died May 14 at his 
home in that city. Twenty-nine 
| years ago he entered the employ 
| of the Bryan Hardware Co. and 
| in 1925 became a partner in the 
| Depping & Moore business. 


| 


Nelson and aj 


ANTHONY J. WELLY 


Anthony J. Welly, secretary 
and treasurer of the Seneca Wire 
& Mfg. Co., Fostoria, Ohio, died 
recently. He had been associated 
with the company since 1919. 


‘ 


ROBERT C. LIGHTBOURN 


Robert C. Lightbourn, presi- 
dent of the Lightbourn & Pond 
Co., hardware, 33-39 Broadway. 
New Haven, Conn., for the past 
| 35 years, passed away May 11 fol 
lowing a cerebral hemorrhage 
Mr. Lightbourn began his busi- 
ness career as an office boy for a 
real estate broker in New Haven. 
and after several other positions 
in various businesses entered the 
hardware and paint business as 
a clerk for J. T. Leighton & Co. 
After a brief apprenticeship, he 
became a member of the firm of 
| Linsley & Lightbourn which later 
| became the present Lightbourn & 
| Pond Co. Mr. Lightbourn was a 
| president of the New Haven 
| Hardware and Paint club and 
| was actively interested in several 

fraternal, civic and business or- 

ganizations of New Haven. His 
widow survives. 














CHRISTOPHER C. CRUZE 


Christopher C. Cruze, active as 
a hardware dealer for 57 years, 
passed away recently at the age 
of 71. He was, at the time of his 
passing, vice-president of the 
Wright-Cruze Hardware Co., 
Knoxville, Tenn. His hardware 





Cc. C. CRUZE 


career began in 1880 when he be- 
came an employee of a retail 
store operated by his brother, 
J. H. Cruze. He continued with 
the same firm and its successors 
until 1903 when he retired as 
president and buyer of the Mc- 
Clung, Buffatt & Buckwe!l busi- 
ness. He then organized the 
Cruze, Sterling, Hayes Co., of 
which firm he was vice-president 
and buyer. In 1914 he bought an 
interest in the Wright Hardware 
Co., which firm was later suc- 
ceeded by the present Wright- 
Cruze Hardware Co. 

Mr. Cruze, who was well known 
and well liked in his commu- 
nity, was active in his church for 
about 50 years and at the time of 
his passing was senior deacon of 
that church. Two daughters and 
a son survive Mr. Cruze. He was 
a member of the HARDWARE AGE 
Fifty Year Club. 





H. P. BROWN 


H. P. Brown, for many years 
president of the H. P. Brown, 
Inc., hardware store at 1867 86th: 
St., Brooklyn, N. Y., passed 
away on April 24. Mr. Brown. 
who was constantly improving 
his store to better serve his trade, 
was very active in hardware cir- 
cles in Brooklyn. 


CARL P. MICKELSON 


Carl P. Mickelson, 67, Mason. 
Mich., president, Mickelson 
Haugh Hardware Co., died re- 
cently following a long period of 
poor health. 


HARDWARE AGE 
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Wright’s Patent 
Expansive Bit | 
WITH PATENT CUTTERS 


Micrometer adjustment 





The Cutter 
Cannot Slip— 


This famous bit has a cross feed inter- 
locking screw, which prevents the cut- 
ter from slipping or creeping and gives 
lateral micrometer adjustment. Cutter 
has uniform bevel or cutting edge en- 
tire length. Strongest, easiest boring 
Expansive Bit made. Small size bores 
from % to 134 ins. Large size from % 
to 3 ins. Profitable seller. 





Send for Complete Catalog 


Reon VALcog 


The Connecticut Valley Mfg. Co. | 
Centerbrook, Conn., U.S.A. 


Incorporated 1874 





—_-——_____—— | 
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Rayl's Housewares 
Department 
(Continued from page 41) 


thirty months for an electric re- 
frigerator. On sales of radio sets 
a year is allowed for completion 
of payments. All paper is handled 
by the store itself. That there may 
be no misunderstanding or resent- 
ment later on, customers are told 
exactly what the amount of the 
carrying charge is for a time pay- 
ment transaction and are told pre- 
cisely how long a time is allowed 
for making full payment. In all 
deferred payment transactions the 
customer is advised that title to 
the appliance remains in the hands 
of the store until the full price, 
agreed upon, has been paid. With 
its liberal terms and frank policy 
of informing the customer the 
exact costs of merchandise bought 
on the installment plan, reposses- 
sions of major items have been 
infrequent. 

In most instances the higher 
units of sale are offered in more 








than one line to enable the store | 


to attract people with limited in- 
comes as well as those whose earn- 
ings are in the higher brackets. 
Five complete lines of household 
washing machines are offered. 
There are always at least two com- 
plete lines of electrical refrigera- 
tors on display, the store having 
from twelve to fifteen different 
models on the floor at all times. 
A full line of gas stoves and two 
complete lines of electrical ranges, 
two lines of console type radio 
sets and one line of table model 
radio sets are shown. 

The Rayl Co. is prepared to 
service washing machines but does 
not repair radio sets or refriger- 
ators, although the store does in- 
stall radio sets together with the 
necessary aerial equipment. Radio 
repair work for its customers is 
turned over to an outside organi- 
zation. 

Mr. Pretty, who is in general 
charge of the appliance depart- 
ment, usually has six men on the 


floor of the appliance denartment | 


at all time. Stove, refrigeration 
and radio sales, both inside and 
outside are directed by G. A. 
Shirk. E. J. Coyro directs the sale 


of washing machines and ironers. | 




















All across the 
country... and 
from Maine to Texas . . . jobbers are 
reporting big time sales volume on 
Newport. Whether in New York or 
California . . . North or South... 
you'll find Newport Steam Distilled 
Wood Turpentine in the better stores. 
Retailers say the demand is breaking 
new records every month. 


© Consumers like the purity of this 
crystal-clear, water-white product. 
They appreciate the longer life of 
paint jobs where Newport is used.— 
And do they like the handy, easy-to- 
pour display package in green, black 
and white? Ask your jobber. His sales 
figures tell the story. 


@ Stock Newport for more profit! 
Stock it for faster sales. Stock it to 
brighten up your shelves and to save 
display space. The distillery sealed 
display package stops ‘em... sells ‘em. 


@ Available in !/g, '/4 and | gal. cans. 
Also in 5 gal. lithographed drums and 
55 gal. galvanized drums. 


WATER WHITE 
CRYSTAL 
PURE 


TURPENTINE 
Wrenn 
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Address Out Main Ofhce: 230 Park Ave. New York City 
<> Planes: De Quincy, La.—Pensacola, Fla,— Bay Minette, Ala, 
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FOR RETAIL 
HARDWARE STORES 


New and Improved Merchandise—Display Helps—Sales Literature— 
Vindow Trims — New Packages— New Colors —Catalogs 


Home Laundry Equipment 


Each model in the new line of Uni- 
versal home laundry equipment is 
moderniy styled in graceful lines and 
attractive colors. Models in this new 
line include three all-white wringer 
models and one spinner model in all 
white. These are also finished in jade 
green. Landers, Frary & Clark, New 
Britain, Conn. 


Coleman Heater 


Gasoline burning, circulating type 
for use in small rooms, offices, cabins, 
cottages, and trailers. It may be 
vented so that it takes air for com- 
bustion from outside. Maker states no 
air inside room or trailer is consumed 


68 








or contaminated; warms and circulates 
3,850 cubic feet per hour, and its 4- 
inch burner produces 9,750 B.T.U.’s per 
hour. Equipped with a _ one-gallon 
Everdur metal fuel tank that is remov- 
able for filling outside. Tank stated 
to give from 8 to 24 hours of heating 
service from one filling. Duroplastic 
enamel finish, a dark brown, crinkly 
effect, which maker states will not 
crack, chip, or peel ‘off. Makes and 
burns its own gas from any good grade 
of lead-free gasoline. The Coleman 
Lamp and Stove Co., Wichita, Kan. 


Combination Pipe Vises 





Grips do not project beyond the face 
of the jaw steels. Maker states these 
vices will hold pipes as small as one- 
eighth inch and in aportion to the size 
of vise, as large as any other vise. Have 
heavy horn, patent swivel base, and 
buttress type thread. Athol Machine & 
Foundry Co., Athol, Mass. 


Brush Assortments 





The new Osborn line of paint and 
varnish assortments are: No. 2400, con- 
taining four dozen ten-cent brushes with 
colored handles in one, one and a half, 
and two inch sizes; No. 2700—three 
dozen brushes with colored handles in 
the same sizes.. No. 3600—three dozen 
higher grade brushes with handles fin- 
ished in walnut and gold and also in 
the same sizes. No. 6000—one dozen 
wall brushes with handles in walnut 
and gold, contains one-third dozen each 
of the three, three and a half, and four 
inch sizes. The Osborn Mfg. Co., 5401 
Hamilton Ave., Cleveland, Ohio. 


Slow Speed Drills 








Two new additions to the line of 
Skilsaw ball bearing electric drills are 
the %4 and % in. slow speed, high 
torque Skilsaw drills, specially designed 
for drilling in steels of high nickel con- 
tent, such as Monel and Allegheny met- 
als, stainless steel, etc. Both models 
are available in speeds of 250, 450, 600, 
and 750 r.p.m. The % in. drill, 14 in. 
long and weighing 6% lbs., retails for 
$36.00, while the % in. drill, 14% in. 
long and weighing 8 lbs., retails for 
$48.00. Skilsaw, Inc., 3310 N. Elston 
Ave., Chicago, III. 
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PERFECTION Oil Ranges . . » modern, efficient . . . were designed for that type of 
home . . . obviously the Farm Journal type of home, for Perfection’s message of fuel 
economy and better cookery is addressed to Farm Journal’s 1,300,000 modern farm families. 
Addressed and answered. Perfection advertising is keyed . . . results are known . . . and 
Farm Journal has been on their national list for more than forty years. 

Perfection advertising says, ‘See this range at your dealers,” knowing that trips to town 
are frequent and easy. Easy because Farm Journal homes and hardware stores from coast 
to coast are interlocked by a network of 800,900 miles of good roads. 

This large, responsive consumer group is no single advertiser’s exclusive market. It’s yours, 
too, if you want it. Enter it forcefully on Farm Journal’s fast moving pages . . . pages sure 
of a reading, for they’re filled with facts that farm families want . . . told tersely as busy 
folks want them told . . . and told in time to b2 of use . . . only 4 days from writer to reader. 


FARM JOURNAL 


JUNE 3, 1937 
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Self-Oiling Butt Hinges 


McKinney Mfg. Co., Pittsburgh, Pa., 
has announced a complete line of self- 
oiling Oilite bearing butt hinges in all 
styles and sizes in which bearings have 
previously been furnished. These are 
suitable for doors in all types of build- 
ings. Oilite is a self-lubricating metal 
made by combining chemically pure 
virgin copper, tin and graphite and has 
the ability to hold approximately one- 
third of its volume as a lubricant yet 





is so durable that it is used to replace 
hardened and ground steel bearings in 
actual applications. Oilite is said not 
to be subject to corrosion by ordinary 
weather conditions. McKinney has made 
tests and experiments with Oilite bear- 
ings as applied to butt hinges, subject- 
ing the bearings to tests peculiar to 
hinge operation and in carrying the 
heavy thrust load of a swinging door 
quietly through many cycles. The com- 
pany states the weight of doors 
equipped with Oilite bearing butt 
hinges, rides freely on a smooth film of 
lubricant, automatically provided by the 
bearing itself. Oilite bearings are op- 
tional at no higher price than ball bear- 
ings. Complete stocks are available in 
factory shipments. 


Kitchenware Sets 

Packed as an ensemble in a compact 
carton, enabling the dealer to make de- 
liveries in the original sealed carton 
without rewrapping. This eliminates the 
possibilities of the sets becoming soiled 
and damaged in handling and simpli- 
fies the stock and display problem. Sets 





may be broken up and each item sold 
individually. They include a bread box, 
garbage pail, waste paper basket, can- 
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nister set, and dust pan, lithographed in 
bright colors and designs that will 
match modern kitchen color combina- 
tions—blue or silver, bright plaids, 
green, delphinium blue, and columbine 
design. Owens-Illinois Can Co., Tindeco 
Division, Baltimore, Md. 


Flashlight Demonstrator 





Provision is made on this counter 
and window display for a flasher at- 
tachment to demonstrate the beam the 
lights throw and give the item flashing 
movement. The use of this flasher 
cord is optional. It doesn’t come with 
the display. The display is available 
to dealers selling either the Ray-O-Vac 
Bullet Beam or Silver Stream flash- 
lights in the modern “airflow” designs. 
Ray-O-Vac Co., Madison, Wis. 





A new No. 2,000 A display assort- 
ment of “Victor” screw drivers with 
composition handles contains a_ one- 
dozen selection of “Victor” drivers in 
eight styles and sizes, packed in a prac- 
tical display stand. The handles are 
of a tough cellulose material, said to be 
shock-proof, practically break-proof, and 
will not soak up oil or water. Blades 
are of special tempered steel and are 
anchored by heavy wings on the tang. 
Driver tips are machine cross ground. 
Stanley Tools, New Britain, Conn. 





Big Four Razors 


Combine four razors in one sanitary 
razor that is easy to clean and has no 
hidden parts. These razors have two 
guards, No. 1 Big 4 guard for light 
beards, daily shaves, once or twice over, 
and No. 2 “4-Most” guard for heavy 
beards up to two or three days’ growth. 
The same and only one plate is used 





for both guards, each edge of the plate 
with either guard, giving two separate 
razors and by reversing ends of plate, 
two more razors with the same guard, 
therefore four razors with each guard or 
eight separate and distinct cutting 
angles with two guards. Big Four 
Razor Co., 402 W. 14th St., New York 
City. 


Casement Window Hinge 





Win-Dor Series 73 for outswung 
casement windows. Maker states its 
features are: it is an extension of 
cleaning type providing a projection of 
24 in. away from the sash, which when 
window is open, allows four inches of 
space between frame and sash for 
cleaning outside surface of glass from 
inside of room; it is corner reinforcing 
with 12 square inches of sash attach- 
ment surface available; has a friction 
knuckle adjustable to any desired ten- 
sion; it is cadmium plated, and bronze 
bushed. Hinge may be used with or 
without casement sash operation. The 
Casement Hardware Co., 406 North 
Wood St., Chicago, III. 
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DIETZ 


LANTERNS / 





And Now For Big Sales 
On The New Streamline 
DIETZ LANTERNS 


The BEST is now made still BETTER in Dietz 
“Little Wizard” and ‘“Monarch”—STREAM- 
LINE MODELS. Handsome, unique, big sellers 
on Icoks alone. Original superiority of lighting 
power and stormproof, long burning reliability, 
with improved non-tip broad fount and new 
pivoted bail. Have Dietz high efficiency 
Burner. Easier than ever to sell these lanterns 
in their new dress. DISPLAY THEM—WATCH 
THEM SELL. 


|. oe ee ey Ae 7 
NEW YORK 


MAKERS OF LANTERNS FOR THE WORLD. 
Founded 1840. 








SHERMAN 


**Stayflat’”? Spray Heads 





Fig. 72 (Patented) 


Connected in 
series. 


Create a flexible and portable lawn 
sprinkling system at Jow cost. 
Patented construction prevents tip- 
ping over. Create extra sales and 
profits for hose and fittings. 


Write for literature and samples 
Sold through Jobbers. 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 
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What's New 


(Continued from page 70) 


Osborn Catalog 


No 190 contains useful information 
about brush materials; the manufac- 
ture of brushes, and various charts to 
aid the buyer of brushes, in addition 
to showing the extensive Osborn line. 
In many instances color has been used 
to make the presentation of the line 
more attractive. The Osborn Mfg. Co., 
5401 Hamilton Ave., Cleveland, Ohio. 





Painting Ungalvanized Sheets 


The Vita-Var Corp. has announced a 
new paint, “Galvanum” which it states 
will stick immediately and permanently 
to new, unprepared and untreated gal- 
vanized surfaces, as well as to old pre- 
viously painted galvanized sheets. No 
acid wash, “weathering” or priming 
coat is needed. Galvanum may be ap- 
plied immediately for exterior or in- 
terior use. It is said to form a perma- 
nent bond with the sheet and will not 
peel, crack, or flake, and to contract 
and expand with the metal under vary- 
ing temperatures. Galvanum is avail- 
able in a wide range of colors suitable 
for every purpose. Vita-Var Corp., 420 
Lexington Ave., New York City. 





Enduro Stainless Steel 


“The Welding of Enduro Stainless 


Steel” is a new 20-page illustrated 
booklet describing the proper methods 
of welding stainless steel by electric 
arc, gas, seam, spot, projection and 
atomic hydrogen methods. Also in- 
cluded is information on brazing and 
silver soldering. A feature of the book- 
let is a table showing in condensed 
form the physical, electrical, and me- 
chanical properties of 13 of the more 
important types of Enduro stainless 
steel, contrasted with similar proper- 
ties of a carbon steel, S.A.E. 1020. 
Copies of this booklet, Adv 180, avail- 
able from Republic Steel Corp., Cleve- 
land, Ohio. 


Machine Fasteners 


The “Handbook of Common Machine 
Fasteners” consists of 20 pages of a 


size to fit into the average drawing in- | 
strument case and was developed to be | 


part of a draftsman’s equipment. It 
contains 26 illustrations of the latest 
accepted standard method of drawing 
various types of bolts, nuts and rivets. 


Available from Russell, Burdsall & 


| Ward Bolt & Nut Co., Port Chester, 


| 
| 
| 
| 


Xs 


Lead And Tin Products 


A new catalog showing the diversi- 
fied uses of lead and tin products in 
the chemical, stamping, plating, plumb- 
ing and public utilities industries has 
been issued by the Alpha Metal & 
Rolling Mills, Inc., 363 Hudson Ave., 


| Brooklyn, N. Y. 





| N.. LIGHTWEIGHTS 


for 


HEAVIER PROFITS 


@ There is a new opportunity for 
bicycle profits in the Columbia 60th 
Anniversary Lightweight Roadster and 
Women's Lightweight. These latest 
models, designed for 1937 demand, 
weigh little more than half as much as 
an equipped model. Built for easy rid- 
| ing, of ample strength, without bulk, 
they are “just what the doctor ordered" 
for adult riders. 


New Lightweight models also available 
in the Westfield Line. Don't miss these 
opportunities for extra profits. Write 


THE WESTFIELD MFG. CO. 


West‘ield, Mass. 











Sturdy, durable steel 
| construction assures 
life-time service. 
| Staunch steel base, 
| large level stand for 
| bottles prevents tip- 
| ping and spilling— 
big, comfortable 
| handle and powerful 
| spring assure quick, 
| smooth operation. 
| One dozen Everedy 
Climax Cappers in 
a 36-lb. case—$6.00. 
Other 
priced right. 


[7%< EVEREDY C 
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Rifled Slug Shotgun Shells 


The Super-X shells are furnished in 
12, 16, and; 20 gages, with slug weights 
respectively as follows: 1 oz., % oz. 
5 oz. These shells are adapted to all 
standard shotgun bores in those gages, 
whether full choke, modified, improved 





modified, improved cylinder or cylinder 
bore. They are said to deliver better 
accuracy at 100 yards than has previous- 
ly been obtainble at 50 yards with 
ordinary single ball loads. Packed 5 
shells to a carton. Western Cartridge 


Co., East Alton, III. 


Kelly Axe Display Stand 


May be used whether for displaying 
both double bit or single bit axes. The 
stand is handsome and practical and 
is made entirely of steel. It will be 
shipped transportation charges prepaid 
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to any hardware dealer on receipt of 
$1.00 to cover cost of packing and ship- 
ping. The American Fork & Hoe Co., 
1623 Euclid Ave., Cleveland, Ohio. 


Armstrong Wrenches 


Armstrong has announced a new line 
of heavy duty drop forged, alloy steel, 
box socket wrenches, “not only built for 
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abuse but equipped with abusing ac- 
cessories.” Provided in the line, which 
comprises “straight,” “off-set,” and 
“angle” types with openings from 114 


~ al 





= 
— a — 
in. to 3% in. are long tubular exten- 
sions that slip over the forged handle 
and permit leverages up to 30 to 1, and 
“striking sleeves” that are designed to 
protect handles when “loosening or set- 
ting nuts in close quarters with a ham- 
mer or sledge.” Armstrong Bros. Tool 
Co., 317 N. Francisco Ave., Chicago. 


Bullet Beam Flashlight 


This streamlined flashlight is rhodium 
plated, which is said to be untarnish- 
able and unaffected by acids or atmos- 
phere. All serew threads are hidden by 
double inner construction. 


Focusing 





head contains heavy beveled crystal 
lens, rhodium plated reflector and can- 
dlelight feature. Has streamlined 3-way 
switch, shock absorber and spare bulb 
holder in bullet shaped end cap. Ray- 
O-Vac Co., Madison, Wis. 


Stanley Saw Set Display 


No. 420—consists of a black and 
orange wood block, a 10-inch steel saw, 
five Stanley saw sets and a colorful 
black and orange display card with 
space for the price of each saw set. 





One each of Nos. 42, 442, 432, 422, 
and 421 saw sets are featured with 
the assortment. Display is free with 
order for these five sets. Stanley Tools, 
New Britain, Conn. 


2 In 1 Light And Horn 





This bicycle accessory combines a 
light and horn. It is designed to fit 
snugly on any front mudguard, and 
operate on four flashlight batteries. The 
entire unit is compact and light in 
weight. Housing and mounting bracket 
are rustless zinc die castings, heavily 
chromium plated. Lighting unit is 
placed in front section of the casing 
and can be readily detached for bulb 
replacement by removing two screws. 
Horn occupies rear of housing and is 
attached to it by two small springs, 
which are said to prevent the resonance 
of the horn from being impaired by 
direct contact with the casing. E. A. 
Laboratories, 696 Myrtle Ave., New 
York City. 


Kan-Kart 


Maker states it is dog-proof, rust- 
proof, tip-proof, sanitary, noiseless, and 
even when filled to capacity is easily 
wheeled over lawns, gravel, or side- 





is A AAS, 


walks. Chattanooga Appliance Co., 
1133 Volunteer Bldg., Chattanooga, 
Tenn. 


Kitchen Cleaver 


Weighs 1 lb.; has polished and tem- 
pered steel blade, sleek ferrule, and 
smooth round handle. Designed for 
housewives and to retail from 50c. up. 


Chas. D. Briddell, Inc., Crisfield, Md. 
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Dr. Seuss 












“Say, I thought he came in to buy 
CROSS Tacks.”’ 


“That’s right, my boy, but I learned 
he wanted to fix some screens and he | 
told me he’s an amateur gardener. 


The rest was easy.” 

















Copr. 1937 BY W. W. CROSS &CO., INC. 


EAST JAFFREY, N.H. 
WRITE FOR DETAILS OF DISPLAY STAND OFFER 


Theyre Uniformly Strong 









Net a Cripple in a Carhoud 
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Il HEAT TREATED ¥ 
LINSEED OIL | 


REGULAR 





AN EXTRA 
VALUE OIL AT 
NO EXTRA PRICE 


IT’S 100% pure linseed oil—-10% of which has 
been polymerized—actually kettle-cooked to 
a varnish body. That's Pol-mer-ik, the accep- 
ted linseed oil for reducing paints. Master 
Painters want Pol-mer-ik because, at no extra 
cost over regular linseed oil, they get the 
value of cooked-oil in their paint jobs. 
THIS EXTRA value is a value they can sell at 
a profit. Pol-mer-ik makes paint level better. 
It produces an even film of longer life, greater 
durability, finer gloss. 


POL-MER-IK IN CANS 
Makes Money for You 
SEALED at the factory in tamper proof con- 
tainers, Pol-mer-ik in cans is a guarantee of 
uniformity and purity. It’s a guarantee that 
you'll eliminate all the losses of bulk selling, 
foots — drips and over measuring. Sell Pol- 
mer-ik in cans. Increase linseed oil profits. 
Give your trade the finest linseed oil at no 
increase in price. For best results recommend Pol- 

mer-ik Boiled, the accurate drying linseed oil. 


ARCHER-DANIELS-MIDLAND CO. 


Minneapolis, Minn. 
SIZES: Pts., Qts., 1, 2, 5 gal. cans 
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New Folder—Free | 
Write for folder on 
the ‘Story of Cooked 
Oil in Paint.’ 


RECOMMEND THE VALUE 
ee 
















Larger Wholesalers Have Lower 
Overhead Says Recent Census 
of Business Report 


XPENSES per dollar of 
HE; sales by wholesale mer- 

chants and industrial dis- 
tributors whose sales were under 
$50,000 were exactly twice those 
of the group whose sales were 
more than one million dollars in 
1935. This fact was emphasized 
by William L. Austin, director, 
Bureau of the Census, announcing 
the release of the report of the 
Census of Business entitled: “Bus- 
iness Size Groups and Analysis 
of Operating Expenses.” This re- 
port is the sixth volume of a series 
of eight on Wholesale Distribu- 
tion in 1935. In general, it was 
found that expense per dollar of 
sales decreases as size increases, 


and that when analyzed the ex- 
pense ratio of 420 industrial dis- 
tributors shows a consistent de- 
cline from 20.8 for the smallest 
size-group to 16.4 for *he million 
dollar group. 

Among other significant facts 
disclosed by the report is that 37.1 
per cent, or $5,490,696,000, of the 
sales for 1935 reported by 79,333 
wholesale merchants and indus- 
trial distributors establishments, 
were made by 2,367, or only 3 
per cent of these firms with sales 
in the million dollar brackets, 
and that, in terms of number of 
establishments, the majority are 
found in the lower business-size 
brackets. 


Business-size data analyzed in 
the report are confined to the 79,- 
333 wholesale merchants and in- 
dustrial distributors. They ac- 
counted for 45 per cent of the 
number and 35 per cent, or $14,- 
817,041,000, of the sales of all 
wholesale establishments in 1935. 
Selection of these two types of 
wholesalers as the most represen- 
tative for study of operating ex- 
penses is based upon the simi- 
larity of their operations and the 
fact that one or both types are 
found in every line of wholesale 
trade, says the report which con- 
tinues: “Operating expenses re- 
ported by these types were $1,- 
973,760,000, or 13.3 per cent of 


WHOLESALE DISTRIBUTION: 1935 


CHART II-RATIO OF OPERATING EXPENSES TO NET SALES BY BUSINESS SIZE GROUPS 
WHOLESALE MERCHANTS AND INDUSTRIAL DISTRIBUTORS COMBINED 


OPERATING EXPENSES,’PERCENT TO SALES 


8 





(Based upon arithmetic mean) 





s U.S. Total, All Kinds Of Business 
-—-+-—— — — 


Groceries (full line) 


~~ Tobacco And Its Products (except leaf) 


+ ——-+-_-—— - 
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SALES IN THOUSANDS OF DOLLARS 


7 
2,000 2,500 


—Courtesy U. S. Bureau of the Census 
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total sales. The dominance of 
large establishments is found in 
the fact that those reporting sales 
in excess of $500,000 for the year 
account for 55.7 per cent of net 
sales, but they constitute only 8 
per cent of the total number of 
places of business. In contrast, 
more than three-fifths (64.2 per 
cent) of the establishments re- 
ported sales of less than $100,000 
for 1935 but they accounted for 
only 11.3 per cent of total sales.” 

Operating expenses per dollar 
of sales for 37,530 firms in the 
under-$50,000 group are shown as 
21.0 per cent, or twice that of the 
2,367 firms in the $1,000,000-and- 
over group, with 10.5 per cent. 
Take No. 1, herewith, for all kinds 
of business combined, shows the 
constant but gradual decline from 
the smaller to the larger size- 
group, at a diminishing rate, how- 
ever, for the upper brackets. 

The accompanying chart pre- 
sents a visual comparison between 
the various size-groups and the 
ratio of operating expenses to 
net sales. 

The report points out that kind 
of business affects expense ratio 
when analyzed by business size. 
The minimum expense ratio for 
hardware wholesalers, 17.4 per 
cent, appears in the group having 
net sales of one million dollars 
or more, while the highest ratio 
for hardware wholesalers, 22.5 
per cent, are shown in the group 
having net sales ranging from 
$50,000 to $99,999, 

Eliminating establishments with 
sales of less than $50,000, the re- 
port reveals that, of the 142 kinds 
of business into which merchants 
and distributors are classified, ex- 
pense ratios for 68 declined rather 
consistently as the size increased, 
while for 32 the ratio seems to be 
indifferent to size. In 31 of the 
kinds of business, the minimum 
expense ratio appears in the 
groups of less than a_ million 
dollars. 

The table on expenses (Table 
No. 2 herewith) shows operating 
expenses expressed in per cent to 
sales for a number of more or 
less homogeneous trades, by busi- 
ness-size groups: 
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Reports of the Census of Busi- 
ness are compiled under the di- 
rection of Fred A. Gosnell, chief 
statistician. The wholesale series 
is prepared by John Albright, un- 
der the supervision of John Guern- 





sey, distribution economist for 
the Bureau of the Census. A lim- 
ited supply of the report on Op- 
erating Expenses is available 
upon request to the Bureau’s 


Philadelphia Branch. 


TABLE No. 1 


Establishments 


en — 


Net Sales Operating Expenses 
A & 


Amount Per Cent Amount Per Cent 


Business-Size Groups Num- Per Cent 
(Based upon Net Sales) ber of Total (Add000) of Total (Add 000) to Sales 
Total, all establishments... 79,333 100.0 $14,817,041 100.0 $1,973,760 13.3 
Ce aaa 37,530 47.3 721,344 4.9 151,768 21.0 
$50,000 to $99,999...... 15,389 16.9 951,984 6.4 180,384 18.9 
$100,000 to $199,999...... 11,389 14.4 1,606,085 10.8 270,509 16.8 
$200,009 to $299,999...... 5,614 ye 1,364,065 9.2 201,661 14.8 
$300,000 to $499,999...... 5,038 6.3 1,929,714 13.0 255,678 13.2 
$500,000 to $999,999...... 4,006 5.0 2,753,153 18.6 339,782 12.3 
$1,000,000 and over....... 2,367 3.0 5,490,696 37.1 573,978 10.5 
TABLE No. 2—EXPENSES PER CENT TO SALES 
Industrial 
Gro- Hard- Equip- 
Business-Size Total, ceries ware ment Tobacco 
Groups (Based All Auto- (Full- (Full- (Full- and Its 
upon Net Sales) Trades mobiles Beer Line) Line) Line) Products 
United States total.... 13.3 8.6 14.6 9.2 17.9 19.0 5.5 
Under $50,000 ........ 21.0 16.7 16.2 11.1 21.2 26.8 7.6 
$50,000 to $99,999.. 18.9 18.0 15.6 9.5 22.5 24.5 7.4 
$100,000 to $199,999.. 16.8 11.1 15.3 8.9 20.9 22.0 6.6 
$200,000 to $299,999.. 14.8 10.8 13.7 8.3 19.9 20.0 5.4 
$300,000 to $499,999.. 13.2 10.3 12.8 8.4 18.2 18.6 5.4 
$500,000 to $999,999.. 12.3 9.3 13.0 8.7 07.7 18.4 5.0 
$1,000,000 and over.... 10.5 8.1 11.4 10.2 17.4 18.6 5.5 





Devoe’s House Paint System 


These Devoe windows created for 
the Devoe & Raynolds Co., Inc., 1 W. 
47th St., New York City, are doing an 
effective job of selling the new Devoe 
House Paint System. The displays are 
enlarged editions of the company’s 
more interesting advertisements, re- 
produced by six-color lithography and 
mounted on cardboard, 22 by 40 inches 
overall size. Although these 1937 
Devoe windows feature the 2-Coat Sys- 
tem testimonials with an array of ap- 





propriate paint cans, other Devoe prod- 
ucts are not neglected. Small secondary 
cardboard and paint can displays for 
the same windows feature Mirrolac 
Enamel, Devoe Floor and Deck Enamel, 
Devoe varnishes, and  Superkleen 
brushes. Colorful paper banners make 
up streamers for windows and _ store 
interiors, carrying the essential sales 
points of the 2-Coat System. Still other 
small counter cardboard displays am- 
plify this technical data. 














FIXTURES 


for Modern Stores 


@ Lyon Store Fixtures in Steel have a nation-wide record 
of paying their way with extra profits. They are designed 
to bring the merchandise out in the open . . . displaying 
it to best advantage . . . stimulating profitable impulse 


purchases. . . turning “shelf-warmers” into fast sellers. 


Maintenance cost reaches a new minimum in stores 
equipped with Lyon Steel Fixtures. They cannot warp, 
splinter, or shrink. Minimum care is required to keep 
them spotlessly clean and attractive. Their flexibility per- 
mits any store changes required to keep pace with new 
merchandising developments. Mail coupon for catalog 
and full details of Lyon Store Planning Service. 











LYON METAL PRODUCTS, 
INCORPORATED 


2306 River Street, 
AURORA, ILLINOIS 





Address —— 


City —_—__ 


STORE PLANNING 


INCORPORATED, 


LYON METAL PRODUCTS, 
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215 Enamelers and 
Students Study 
Problems Of Their 


Industry 


ITH an official registration 

\ \ of 215 enamelers and stu- 

dents from all sections of 
the country, the Porcelain Enamel 
Institute Forum at the University of 
Illinois, May 5, 6 and 7, with R. G. 
Calton, Tennessee Enamel Mfg. Co., 
and institute president, in his re- 
sponse to the welcome of Dean H. 
H. Jordon of the university, propos- 
ing that an “interneship” be created 
for ceramic students who desire to 
affiliate themselves with plants in 
the porcelain enameling industry. 

Other speakers at the first session 
on Wednesday, May 5, during which 
Dr. A. I. Andrews of the university, 
presided, were Emerson P. Poste, 
consulting engineer, and Professor 
C. W. Parmelee, also of the univer- 
sity. Mr. Poste presented “Review 
of Progress in the Industry.” Profes- 
sor Parmelee in his paper, “Some 
Fundamentals of Porcelain Enamel,” 
presented the results of research in 
glasses and enamels which he has 
been conducting for several years. 

The second session of the forum, 
which was opened Thursday morn- 
ing, by Mr. Calton, was devoted to 
discussions of testing, design, and 
the reduction of shipping losses, at 
which the speakers were: W. N. 
Harrison, National Bureau of Stand- 
ards; B. T. Sweely, Chicago Vitre- 
ous Enamel Product Co., and How- 
ard A. Wetter, Chicago & North 
Western Ry. Co. 

F. E. Hodek, Jr., of the General 
Porcelain & Mfg. Co., a vice-presi- 
dent of the Institute and chairman 
of the Forum committee, presided 
at Wednesday’s second meeting. He 
introduced E. L. Lasier of the Ti- 
tanium Alloy Mfg. Co., who pre- 
sented statistics on the increase of 
business in the porcelain enameling 
industry over those of general busi- 
ness conditions. Mr. Lasier predicted 
1937 would show a 110 per cent 
increase over 1932, while general 
business activity probably will show 
only a 40 per cent increase. 

In his paper, “Milling Practice,” 
E. C. Aydelott, Benjamin Electric 
Mfg. Co., outlined features of mill- 
ing and made a plea for improve- 
ments in milling enamels. It was 
then announced that the Institute 
would soon start work on a milling 
project. 

The six major factors that should 
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be considered in spraying enamels 
are the enamel itself, man or ma- 
chine, spray gun, enclosure for 
spraying, type of ware, wages and 
incentive, it was brought out by 
Wesley G. Martin of the A. O. Smith 
Corp. in his paper, “Factors Which 
Affect the Efficiency of the Spray- 
ing Operation.” W. H. Pfeiffer, 
Frigidaire Corp., in a paper, “En- 
amel Shop Housekeeping,” discussed 
the various methods for keeping a 
porcelain enameling plant clean. 

Some ideas regarding the second 
annual Porcelain Enamel Institute 
Forum were presented by Mr. Hodek 
during the Friday morning session, 
at which Mr. Lasier presided. Mr. 
Hodek pointed out that the second 
Forum will be conducted at Ohio 
State. 

Other subjects discussed at this 
session were “Furnaces,” by F. S. 
Markert of the Ferro Enamel Corp.; 
“Production of One Cover Coat 
Ware,” by Herman L. Cook of the 
Norge Corp., and “Enamel Shop 
Production Problems,” by Jay Sim- 
ons of the Westinghouse Electric & 
Mfg. Co. 

Sessions of the hollow-ware, cast 
iron and sheet iron groups were con- 
ducted Friday afternoon. H. C. 
Arnold of the Federal Enameling & 
Stamping Co., presided at the hol- 
low-ware session; H. G. Wolfram, 
Porcelain Enamel & Mfg. Co., chair- 
maned the cast iron session, while 
C. P. Scripture, Ingram-Richardson 
Mfg. Co. of Indiana, presided over 
the sheet iron meeting. 

Speakers at this session were: 
hollow-ware: “Pickle Room Prac- 
tice,” B. T. Sweely, Chicago Vitre- 
ous Enamel Product Co.; “Mottling 
Gray Ware Enamel,” E. C. Dex- 
heimer, National Enameling & 
Stamping Co.; “Hollow-ware Tests,” 
G. H. McIntyre, Ferro Enamel Corp. 
Cast iron: “Preparation of Castings 
for Enameling,” M. L. Carl, Sloss- 
Sheffield Steel & Iron Co.; “Process- 
ing of Leadless Cast Iron Enamels,” 
E. C. Porst, George D. Roper Corp. 
Sheet iron: “Screen Process and 
Decoration,” E. R. Brauner, Fed- 
eral Electric Co.; “Requirements of 
Porcelain Enamel for Architectural 
Work,” Milton Gallup, The Enamel 
Product Co.; “Porcelain Enamel 
Unit Construction as it Pertains to 
Refrigerators,” F. L. Michael, Gen- 
eral Electric Co., and “Black Edging 
Practice,” Dr. J. E. Rosenberg, O. 
Hommel Co., Inc. 
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Gives your customers 


this Phfermanee? 


The BLU-MOL Molybdenum Hack Saw Blade is the blade to 
recommend to your customers, for power or hand cutting. It gives 
them what they want—the lowest cost per cut of any on the market. 


Reproduced here is an action photograph of BLU-MOL, busily sav- 
ing money; and here is the actual performance record: 


MATERIAL —3¥, inch bar of Crescent Tool Steel, 
analyzing 100-110 carbon 
SPEED —75 strokes a minute 
PRESSURE —125 pounds 
PERFORMANCE— 152 cuts—1678 square a 
The teeth were still keen, the set in excellent condition, and the 
blade was still cutting true and fast. The operator estimated it was 


good for at least 70 more cuts, or a total of 2448 square inches— 
a blade cost of only 1/3 mill per square inch. 


Your customers want results, at a saving. Recommend BLU-MOL, 
and they’ll be back to thank you—and to give you repeat sales! 


Write for details on the very complete Millers Falls Hack Saw lines 
including the amazing new TUF-FLEX blade. 


MILLERS FALLS COMPANY 


Greenfield, Massachusetts oy” 
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Screens, doors and ventilators 
—The Continental Screen Co., has 
issued its third schedule of prices 
for the 1937 season, with an ad- 
vance in effect May 15 of approxi- 
mately ten per cent on screen doors 
and window screens above February 
15 prices, The scarcity, and increas- 
ing cost of suitable lumber, together 
with advances on screen cloth, fin- 
ishing materials and wage raises 
have forced this latest increase. The 
same company has put out opening 
prices for the coming fall on De- 
flektair ventilators, at approximately 
ten per cent above previous quota- 
tions. 

* * * 
Lumber and lumber products 
-Prices are heading upward on 
nearly all lines using lumber. An 
increase of about 16 per cent in 
lumber consumption is reported by 
the industry thus far in 1937, as 
compared with the similar period 
last year. Total lumber stocks at 
mills on April 1 were down about 10 
per cent since January 1, following 
a drop during last year in hard 
wood stocks of about 7 per cent, 
and in soft woods of about 34% per 
cent. The increased demand for 
hard wood lumber is due largely to 
building gains, but a 20 to 25 per 
cent increase is contributed by the 
furniture industry. Other gains are 
reported from the railroads, and 
from makers of wood boxes and 
crating. 
+ * * 

Radios and tubes—Radio re- 
ceiving sets are selling steadily bet- 
ter than last year’s records, and 
with less seasonal recession expected 
during this summer than in previous 
years. RCA-Victor is said to be 
planning their production for an ex- 
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JUNE, 1937 


ADVANCES EFFECTIVE 


Continental Screens, etc. 
Wood Products 

RCA Glass Radio Tubes 
Size A Galvanized Tubs 
Wooster Paint Brushes 

Barn and Poultry Scrapers 
Grass Hooks and Shears, etc. 


Deflektair Ventilators 

Metal Furniture 

Standard Galvanized Pails 

Nos. 300 and 500 Brearley Scales 
Wall and Base Registers 

Atlas Pattern Post-Hole Diggers 
White Clover Seed 


ADVANCES ANTICIPATED 
Wire Products 


pected 25 per cent sales increase 
over last year. On May 10 advances 
in list prices of RCA glass tubes 
were put out, ranging from 5 to 20 
per cent, with some modifications in 
distributor margins. 

* * * 

Carpenters’ and mechanics’ 
tvols—Most tool lines have been ad- 
vanced in price during the spring, 
but there have been few very recent 
changes. The price increases on 
tools have been placed in effect by 
the retailer rather promptly, but 
with slight interference, if any, with 
the good rate of demand. Tools of 
the better qualities have sold freely 
all this spring, and there has been 
very little call for the least expen- 
sive grades. Householders as well 
as mechanics are requiring assur- 
ance of quality before purchasing. 
but there is no large vogue for the 
most expensive finishes. 

* aa * 

Housewares—List prices on 
standard galvanized pails, 8 to 14 
quart sizes, were advanced about 
May 15, as well as lists on size A 
tubs. Discounts remain unchanged, 
but there is a net advance of some 
5 to 7 per cent. Jobbers are noti- 
fied of an advance of about ten per 


cent on Nos. 300 and 590 Brearley 


scales, to be in effect June 1. 
* * * 


Paints and _ brushes—The 
Wooster Brush Company has an- 
nounced an advance on_ paint 
brushes, effective May 18, and aver- 
aging ten per cent. Jobbers report 
their May paint business, despite 
the recent price increases, is sharply 
ahead of the same 1936 month. 
While there is a steady growth in 
demand for the popular-price small 
cans of paints, etc., for odd house- 
hold jobs, the main increase has 
been on the standard larger con 
tainers. 

* # & 

Metal furniture—Makers of 
metal furniture, which is gaining in 
vogue, particularly for summer use, 
have been forced to another price 
advance by continued increase in 
cost of materials, and by their too- 
conservative figuring of earlier rises 
in price. The Royal Metal Mfg. 
Co. follows a March increase with 
another in effect June 1, pointing 
out that steel tubing has increased 
in the meantime 18 per cent, and 
hair for upholstering 30 per cent. 
Wall and base registers have taken 
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The D Biggest Selling 
HORSE SHOES 





@ America’s most depend- 
able Horse and Mule Shoes for Half 
a Century 


@ Sold by Leading Jobbers 
everywhere on an established policy 


through regular trade channels 


i 








OTHER PHOENIX PRODUCTS @ 


Toe Calks Ribbed Steel (bars) 
Screw Calks Chain Hooks and 
Drive Calks Cold Shuts 


Shoes and Tools Spuds for Tractor 


Racing and Sport and Lawn Mower 
Shoes Wheels 


RUBBER GOODS 
Horse Shoes 
Pads—Drive Calks 
Door Mats 

Force Cups 
Radiator Hose 


PHOENIX MANUFACTURING COMPANY 


Largest Manufacturers of Horse 


and Mule Shoes in the World 
332 South Michigan Avenue, Chicago, Illinois 


Catasauqua, Pa. 
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“There’s nothing wrong with 
Mrs. Jones’ stove. It worked 
like new when I took out those 
‘just-as-good’ wicks and put 
in genuine Perfection ones.” 


@ Service problems vanish when 
dealers make sure that customers 
who have bought Perfection oil stoves 
use only Perfection wicks. Ne other 
wicks give as satisfactory service as 
the ones designed for the stove. 


More than eighty-two million Perfection 
advertising messages are helping 
dealers tell Perfection users: 


“Notice: Only Genuine Perfection- 
made wicks, identified by the red 
triangle trade-mark and the word 
‘PERFECTION’ give best results with 
all Perfection stoves.” 







Keep customers happy 
and build good will for 
your store by selling the 
right wicks for the Perfec- 





tion stoves you have sold. 


PERFECTION 
STOVE COMPANY 
7840-C Platt Avenue @ Cleveland, Ohio 


" 
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PERFECT 
PERFORMANCE 
Or Else! 


LION tamer must perform 
A faultlessly or he may never 
perform again. A gun oil must 
give perfect performance, or 
you may never sell it again—not 
to the same customer. In Fiend- 
oil you have a product that you 
can recommend knowing that it 
will do its job everytime without 
fail. Recommend this perfect 
gun oil and solvent made by a 
special formula to clean and 
protect firearms. 


FIENDOIL 


NEW ADVERTISING 
HOOK-UPS 


Write for our new six-color 
counter stand that makes a per- 
fect hook-up to Fiendoil's na- 
tional advertising campaign 
conducted in the leading Sports 
magazines. This new Counter 
Stand will display Fiendoil prom- 
inently in your store. Just let 
your gun and fishing customers 
know you have Fiendoil and 
you'll realize immediate sales 
results. It's the biggest repeat 
seller on the market. 





. 40¢ 
. $3.20 Doz. 


Retail Price .. 
Dealer Price .. 











Send us your Jobber’s name when writing 
for Counter Stand. 


The McCambridge & 
McCambridge Co. 


12 L Street, S. E. 


Washington, D. C. 














a recent mark-up of about ten per 
cent. 
* * * 

Agricultural tools, etc.—A re- 
cent advance of about five per cent 
is reported on Atlas pattern post- 
hole diggers and an increase of 
about eight per cent on barn and 
poultry house scrapers. Bush hooks 
have been marked up an average of 
ten per cent. Other manufacturers 
are coming through with advances 
of 5 to 74% per cent on grass hooks 
and shears, and most of the “acces- 
sory” tools for farm and garden 
now show at least that much in- 
crease over the opening prices of 
the season. The demand for lawn 
mowers is rapidly picking up after 
a slow start, due to cool and wet 
weather, but the same conditions are 
expected to bring very heavy sales 
for the summer months. A late in- 
crease is reported of about 15 per 
cent on white clover seed, with the 
February prices still ruling on grass- 
seed mixtures. 

* * * 

Wire Products—Sales of field 
fence and posts, of lawn fencing 
and gates, and of poultry netting 
have been extremely large, and the 
fact that nearly all mills have been 
behind with their orders has thrown 
an unusual demand upon the job- 
bers’ stocks. Some of them report 
sales records exceeding any recent 
season. Prices to the retailer, and 
particularly to the consumer, have 
not yet reflected all the latest mill 
advances. 

* * a 

Electrical supplies—Electri- 
cal equipment of all sorts, including 
the major accessories, has experi- 
enced a rate of gain during the past 
four months up to the most san- 
guine expectations. Household wash- 
ing machines shipped in April made 
the second highest record in the 
history of the industry, and gained 
nearly 24 per cent over April, 1936, 
while the increase for the first four 
months of 1937 was 14.22 per cent. 
Electrical ironers gained 9.5 per 
cent during the same period. Large 
replacement orders for all sorts of 
electrical equipment from the flooded 
areas contributed to an average sales 
gain of 25 to 35 per cent in those 
districts. 

* * & 

Automobile tires—Tire mak- 
ers are enjoying a cessation of their 
labor troubles, and are very busy, 
at prices generally satisfactory. 
Sales of the leading companies are 
largely helped by the demand for 
tractor and farm implement pneu- 
matic tires, which is increasing so 
rapidly that sales this year are ex- 











No More— 
Wrong Sizes With 





LEATHERS 





Save time, prevent errors and keep customers 
satisfied by selling only sized-marked pump 
leathers, an original merchandising idea de- 
veloped in our plant. Size-marked pump leathers 
avoid delay and confusion and assure utmost 
satisfaction. Made of finest selected leather, 
available in two brands. 
“LONG WEAR” and “STANDARD” 
Ask your jobber or 
write us for prices 


SIMPLEX MFG. CO. 
AUBURN N. Y. 








YA 


IN 

GREATER 
DEMAND 
THAN EVER! 


ase Oe 


BAKER BRUSH CO. inc. 
87 GRAND ST. - NEW YORK 
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Champ: So you're a champ, too, eh? What's 
your specialty? 





Gulfoil: Who, me? Say, I'm the world’s cham- 
pion household oil. 
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Champ: Yah! And what gives you the right to 
that title? 

Gulfoil: The Alchlor process, champ, the Al- 
chlor process. It makes me the smoothest, non- 
gumming, longest-wearing oil of my type. 





Champ: Even if you are good, I'll bet you 
don’t draw the crowds that | do. 


Gulfoil: Ho! That's where you're leading with 
your chin. Why, more than two million 
people have used me already. And I'm ad- 
vertised in Collier’s—so thousands more are 
finding out about me all the time. 





Champ: Gosh, that is some record. People 
must pay big dough to have you around. 

Gulfoil: Wrong again, my friend. Listen to this 
...10¢ for a 2-oz. can, 15c for a 4-oz. can. 
And dealers can order only a single dozen- 
can carton at a time. 





Hardware Man: (interrupting) Hey, I'd like to 
sign you up. Where can I get more dope 
on you? 


Gulfoil: Just drop a line to Gulf Petroleum 
Specialties, Pittsburgh, Pa. 


Champ: Gee, guess I'll write my brother about 
you. He’s in the hardware business, too. 


GULFOIL 


{ THE BETTER HOUSEHOLD LUBRICANT 
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pected to total 800,000 units, with a 
value of fifteen million dollars. The 
first use of such tires was late in 
1932, but one large tire maker 
thinks that 50 per cent of all new 
tractors produced in 1937 will be 
equipped with rubber tires. Within 
a few years the number may well 
increase to 85 or 90 per cent of the 
total, and the manufacture of farm 
tires may soon rank in importance 
with the production of passenger 
car and truck tires for replacement. 
* * * 

Business morale improving— 
A feeling decidedly more optimistic 
pervades the fields of manufacture 
and distribution at the end of May, 
than reported for the several weeks 
preceding. Price reactions in the 
commodity and security markets 
have almost disappeared, and a 
moderate upturn is again manifest. 
If business may believe its usually 
trusted financial authorities and ob- 
servers, there need be no fear of 
serious price declines in the remain- 
ing months of 1937. In districts 
where settled summer weather has 
arrived, a good normal summer trade 
is being enjoyed. In many other 
and probably the most 
populous, the spring season has 
barely reached its height. May sales 
are expected to mount above those 
of any of the preceding 1937 months. 
In all lines of business, large and 
small, firms are planning for better 
sales during each remaining month 
of this year than they enjoyed dur- 
ing the corresponding month of 
1936. The rate of increase for the 
months ahead is_ conservatively 
estimated by leading hardware 
wholesalers at 124% per cent over 
last year, and in favored lines gains 
of 20 to 25 per cent are frequently 
reported. 


sections, 


* + 


Outdoor recreation—New re- 
cords are being established by the 
demand for many lines of sports 
supplies, as the desire for recreation 
is spreading more and more rapidly 
throughout the country. More leisure 
and better incomes not only con- 
tribute to an increased purchase and 
use of automobiles, but are winning 
new devotees for golf, tennis, base- 
ball, soft ball and other outdoor 
enjoyments. Much has been said 
about the growing habit of travel. 
Each holiday period and each week- 
end finds a large share of the pop- 
ulation on the road or in the country, 
and all such temporary migrations 
bring business for the home shop- 
keeper as well as for the stores in 
the resort districts. 

* * * 


Home betterment—Hardware 
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WOOD SCRAPERS 
Now In Big Demand 


Red Devil Wood 
Scrapers, in three 
sizes, furnished with 
Display Board having 
light reflecting top. 
No. 4 (Small) 11/2" 
Blade, 25c; No. 5 
(Medium) 22" 
Blade, 50c; No. 8 
(Heavy) Reversible 
Pistol Grip Handle, 
22" Blade, 75c. Ex- 
tra blades also a 
profitable item. 


LANDON P. SMITH, Inc. 
IRVINGTON, N. J., U. S. A. 


No. 5 
50c 


GLASS CUTTERS « GLAZIERS’ POINTS - GLASS PLIERS 
PUTTY KNIVES * WOOD SCRAPERS - LAWN SPRINKLERS 















dealers are capitalizing upon the 
new spirit of the home-owner, for 
dressing up his premises, inside and 
out, and for indulging himself and 
his family in new equipment for 
comfort and convenience. It has 
become the habit in many homes to 
largely re-equip for summer living. 
as to furniture, table wares, rugs 
and curtains, and cooking facilities. 
Where wood or coal is burned for 
most of the year, electric, oil, gaso- 
line or “bottled” gas stoves are being 
more generally used during the hot 
days. Fostering these changes, and 
catering to the new “styles” in home 
comforts, makes the late spring 
months a harvest period for the up- 
to-date merchant. 
* na * 

Farm affairs—As an offset to 
the slow pick-up in sales of agricul- 
tural tools and supplies during sev- 
eral past weeks of cool and rainy 
weather, sales now have taken up 
most of the previous “slack.” In 
farm communities the crop and price 
outlook have awakened a thorough- 
going optimism. While there is still 
lack of rain in parts of the south- 
west, early moisture in nearly all 
sections has given crops a much 
better foundation, and has removed 
most of the fears of a repetition of 
last year’s drouth. 

* * * 

Home-building gains—Con- 
struction, particularly in the resi- 
dential field, where the hardware 
man is most closely tied-in, continues 
to move steadily forward. Private 
projects are rapidly taking over the 
heavier percentages of gain, in place 
of public works and government 
fostered projects, which for a long 
time were showing about the only 
signs of real activity. F. W. Dodge 
Corp., report for April, in general 
building contracts, a gain over a 
year ago of about 15 per cent in 
the states east of the Rockies, and 
for the four months a gain of 18 per 
cent. By contrast, residential build- 
ing surpassed last year by 61 per 
cent in April, and by 78 per cent 
in the four months. During the 
same four months, all privately- 
financed building contracts gained 
69 per cent over 1936, while public 
contracts were 23 per cent less. 

* * * 

Prices steadier—Possibly the 
news of widest interest to hardware 
wholesalers and retailers is the more 
stable aspect of the price situation. 
Retail prices are still rising, reflect- 
ing gradually the increases made 
several weeks ago in basic commodi- 
ties, and in wholesale prices. How- 
ever, the commodity markets have 
apparently settled themselves on 
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firmer ground, not too far above the 
levels of six months ago. Whole- 
sale prices seem to have taken most 
of their immediately needed ad- 
vances, and the promise is for sub- 
stantial steadiness during the months 
just ahead. In view of the general 
trend toward shorter working hours 
and higher pay, the long-term move- 
ment of prices probably must con- 
tinue to rise, but the rise hence- 
forward is expected to be much 
more orderly, and free from run- 
away tendencies. 
* * * 

Late price indexes—The Fair- 
child index of retail prices showed 
an advance in April for the tenth 
consecutive month, and on May 1 
stood at 8.3 per cent above last 
year’s low. Compared with the 100 
mark reached in January, 1931, May 
1 retail price averages stood at 88.1 
per cent, in comparison with a low 
of 69.4 per cent in May, 1933. Lead- 
ing wholesale commodities, includ- 
ing all metals, grains, food products, 
and such staples as cotton, rubber, 
vils, hides and silk, are measured 
interestingly by the Moody index of 
daily price averages. A 1937 peak 
was reached on April 5 of 228.1 
per cent of the 1931 par. During 
the reaction since April 5, a low of 
203.4 for this spring was touched on 
May 13, since which date, a steady 
recovery has brought the index at 
this writing to 211.1 per cent. 

* * * 

Steel activity—Steel output 
is keeping close to its peak in spite 
of the lessened new ordering during 
this quarter. Last week the Amer- 
ican Iron and Steel Institute es- 
timated ingot output moved up again 
to 91 per cent of capacity, as com- 
pared to 67.9 per cent a year pre- 
vious. If it were not for the threat 
of labor troubles impeding opera- 
tions, the outlook for a maintained 
high rate for a number of weeks 
would seem certain. The new busi- 
ness coming in is felt to be satis- 
factorily liberal in view of the very 
heavy buying last quarter. New 
sales of most major producers in 
May are reported at around 75 per 
cent of their rate of shipments. This 
new buying is coming in large part 
from the thousands of smaller in- 
dustrial buyers, though a large share 
is now being contributed by the 
railroads and by makers of railway 
equipment. New orders, not only 
for rolling stock, but for shop and 
maintenance equipment and mate- 
rials, are reflecting the better busi- 
ness coming to all the railroads, and 
their better income from improved 
freight movement and an increasing 
volume of travel. New freight cars 


put into service during the first four 
months of this year were close to 
21,000, the best for the period since 
1930. New locomotives installed 
numbered 86, with 345 on order. 
There is a graphic comparison in 
the fact that in 1935 only 1449 
freight cars and only one steam 
locomotive were put into service 
during the corresponding four 
months. 
* * * 

A new all-time peak in orders 
for machine tools since records were 
kept was set during the month of 
April according to the index of the 
National Machine Tool Builders’ 
Association. The index rose to 282.5 
in April as compared with 211.6 for 
March. The month’s new business 
was some 30 per cent above that of 
March and the index stood some 10 
per cent above the 257.7 established 
in December, 1936. 

* * * 

Employment gains—Factory 
employment in April reached the 
highest level since November, 1929, 
and payrolls equalled the high rate 
of October, 1929. Hourly earnings 
of manufacturing labor reported by 
the National Industrial Conference 
Board were at a higher rate during 
the first quarter of 1937 than ever 
before attained. Weekly earnings 
do not show as great an increase 
over old-time records as_ hourly 
earnings because of the wide prev- 
alence of a shorter work week. How- 
ever, weekly earnings have increased 
to a greater extent than the cost of 
living, and the average industrial 
worker today has a 48 per cent 
greater purchasing power than the 
average worker in July, 1914. The 
Conference Board reports unemploy- 
ment in March had declined to 7,- 
553,000, a betterment of 2,255,000 
during the past year, and an im- 
provement of 7,450,000 from the 
peak period of unemployment. 

* * * 

Freight traffic—Railroad 
freight car loadings during the week 
ended May 15 totaled 773,669 cars, 
a gain of 13.5 per cent over the cor- 
responding 1936 week, and _ the 
second best week this year. The 
increase was slightly more than sea- 
sonal, resulting mainly from in- 
creased shipments of coal and mis- 
cellaneous freight. 

* * * 

Electric output—Production 
of electricity in the United States 
during the week ended May 15 
totaled 2,194,620,009 kilowatt hours, 
the Edison Electric Institute _re- 
ported. This was a gain of 12.8 per 
cent over the corresponding week a 
year ago. 
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CONSERVO TIME’S AT HAND AGAIN! 
MAKE CANNING EQUIPMENT 
PROFITS PAY YOUR RENT 








CONSERVO ae oe 
IS THE Ae. a 


SIMPLEST, a 
FASTEST* — THE ONLY 
CANNER CANNER THAT 


ON THE MARKET CANS ano COOKS 


AT SAME TIME 
-ONE OPERATION 


| ae 









MORE 
THAN 
500,000 
IN USE 


. 
- 


ow 
AUTOMATIC 





4 
THE ONLY aati ——4 NO 
PATENTED HEAVY WATER 


CANNER TO CARRY— 
THAT IS Model No. 25 USES ONLY 2 RS 


aay Lit tice 31000 Zaza 


CANNOT EXPLODE! 


\% 
THE ONLY DEALER 
CANNER THAT DISCOUNT 


WILL NOT 


EXCESSIVELY 95% of the women in your com- 


OVER-COOK OR : . $ hi 
seaman munity will do home canning this 





year. Here is a vast market for 
CONSERVO WORKS canning supplies and equipment. 
EQUALLY WELL 


on GAS, OIL, WOOD Feature Conservo — nationally 
COAL or ELECTRIC known, accepted and best liked 


compa by women everywhere. Order 
THE ONLY CANNER ; 
THAT DOES! stock today from your jobber. 
wm | CONSERVO 
FOR OUR 
“CANNING 
HEADQUARTERS Steam 


PLAN” CANNER and COOKER 


Display suggestions, kit 
of promotion material on Conserves TIME — Conserves FOOD 
canning equipment, FREE! 

— Conserves LABOR — Conserves MONEY 











Manufactured by 


THE SWARTZBAUGH MFG. CO. 
TOLEDO, OHIO, U.S. A. Est. 1884 


Manufacturers of Everhot Electric Roaster-Cookers, Roasterettes, Bucket-type 
Cookers, Klenzair Air Washing Fans, and Everhot Air-flow Circulating 


Heaters. ; 
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When they offer this bit 
YOUR CLERKS HAVE 





SOMETHING TO SAY! 


ey workmanlike design and smart finish 
of the genuine Russell Jennings Auger Bit 
usually tells the complete quality story, but 
there are plenty of points to satisfy the man 
who really knows bits. These are numbered 
in the illustration above: 


1—The extension lips (originated by Russell 
Jennings), are filed thin by hand, for quick 
cutting. 

2—The spurs, also hand sharpened, are 
“miked” at the factory—to compass-like 
accuracy. 

3—The feed screw, the “self-starter” of the 
bit, has clean threads and extra sharp point. 
It enters the wood promptly and draws the 
bit rapidly after it. 

4—High-carbon steel assures cutting edges 
that will stand up. 

5—Correct taper of circumference, obviates all 
possibility of “binding”. 

6—The throat is shaped for ample chip clear- 
ance. 

7—The full name, stamped on the round, 
which assures your customers the genuine 
Russell Jennings product—for over 80 
years the favorite tool of craftsman and 
amateur alike. 


Russell Jennings Auger Bits are sold only 
through jobbers. If your jobber does not carry 
them, send us his name and we will arrange a 
prompt source of supply. 





—  @ 


AUGER BITS 


Manufactured Only By 
THE RUSSELL JENNINGS MFG. CO. 


CHESTER, CONN. 
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Basic Needs In Sales Training 


(Continued from page 36) 


zations to have large sales con- 
ventions for their entire sales 
force. Although this scheme may 
be considered to be a favorable 
gesture toward the salesman, few 
have followed this plan because 
of the tremendous expense in- 
volved. 

Sales promotional material is 
constantly being prepared with 
the thought in mind of keeping 
the district salesmen fully in- 


formed on new applications and 
products. 

A corps of trained metal- 
lurgists are always available on 
instant call. They work hand in 
hand with the salesman develop- 
ing or solving processing and 
fabricating problems in _ cus- 
tomers’ plants. 

A salesman is obliged to gain a 
large share of his education by 
self-application. His philosophy, 





f“YES-ITS CHEAPER,BUT IT 
COULDNT BE BETTER ITS 
MADE BY THE BIGGEST PEOPLE 
IN THE BUSINESS, AND MY 
CUSTOMERS SAY IT'S THE 


BEST THEY EVER USED” 





BECAUSE IT COSTS SO LITTLE 
YOUR CUSTOMERS USE MORE 
—S0O REPEATS COME FAST 





with deliveries. To be sure of a good supply we sug- 
gest you place your order right now. As our National 
Advertising w 
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ST year FLYded went so fast that our chemical plant 
(three city blocks in length) was rushed to keep up 


reach over twenty million readers in 
1937, better order more than you 
did last year. Your own jobber will 
protect you on orders placed 
now for the world’s greatest spray. 







Full pint can 
sells for 25¢— 
Sixounces,10¢ 








Made by the makers of ANTded — 
— FLEAded — MOTHded and 





like that of all salesmen, must be 
to recognize no failure of yester- 
day, no fear for tomorrow. Every 
morning must be the beginning 
of a new career. 

Your business, just like ours, 
calls for a definite sales training 
program. Steel is steel—that is 
what the customers formerly said. 
Years ago there were three grades 
of steel, namely, hard, medium, 
soft. The customer would make 
his product to meet the type of 
steel available. Now the customer 
demands a steel to fit his design 
or type of particular product. 

Steel is now made to the most 
exacting specifications. One of 
our laboratories lists, in its rec- 
ords, over 3000 various combina- 
tions of analyses, each one differ- 
ing from the other and each one 
formulated for a specific purpose. 

We believe that we understand 
the problems confronting the dis- 
tributor because we manufacture 
a complete list of steel products. 
We know the problem of training 
salesmen in the art of selling a 
variety of products. Especially is 
it a task when one considers the 
knowledge of products that is 
necessary in the sale of steel prod- 
ucts for a definite application. 

Many distributor salesmen are 
doing a very fine job in selling 
stainless steel. They take full ad- 
vantage of mill assistance. They 
study the product; they ask ques- 
tions of the mill man; they are on 
the lookout for new applications. 
They talk up the merits of stain- 
less steel to the fabricators; they 
are always on the alert for new 
stainless customers. The distrib- 
utor salesman is in an excellent 
position to obtain such informa- 
tion. He should be a leader in 
getting new business. 

Distributors are required to do 
a more intelligent job of selling. 
With a properly trained sales 
force, they are able to increase 
sales. They will be able to make 
more profit because they will not 
be trading dollars. They will know 
the value of certain products, their 
sales advantages, and which mean 
profit. In all this distributors are 
laying the foundation for a long- 
term selling program. Customers 
recognize such leadership and wel- 
come salesmen who reflect it to 
their offices. The time for order 
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takers has passed. Today’s dis- Wj f ° fi, f 
tributors’ salesmen must be intel- a Lo- 
ligent, alert and aggressive. - 
Young men are anxious to be 
given a chance to grow and want 
the assurance of a future. With a 
sales training program that is 
not spasmodic, but follows a con- 
servative and steady program, 
such men become permanent 
assets. But the training must be 
continued in times when things 
are dull, just as well as when 
business is favorable, because 
always there is a need for proper- 
ly trained men. 

























Overwhelmingly 


America’s Favorite 


T’S no accident that nearly 90% of 

all churns sold in retail stores are 
DAZEY Churns. Generations ago 
the DAZEY name was firmly esta 
lished as signifying the one type of 
churn that produced more butter 
faster and easier than any other kind. 
Constant improvement has kept that 
reputation intact. It has been passed 
on from neighbor to neighbor and 
from generation to generation that 
others may look like Dazeys but 
there’s a lot of difference in churning 
results...in easy cleaning and in dura- 
bility. Today’s 9 to 1 preference for 
DAZEY Churns is the natural result. 
Why meke only one sale and one 
profit? Handle the complete DAZEY 
line—make nine sales and nine profits 
instead. Your jobber will be glad to 
give you complete information. 


Sold Only Through 
JOBBERS AND DEALERS 


CHURN & MFG. CO. 
Department H-12 
-— yr AVENUE 

QUIS, MO. 


Sales Literature 


Hardware Fixture Folder 


No. 4870 shows an open display tool 
section, panel display doors for small 
tools and hardware, display shelving 
for paints and heavy hardware and gift 
or fancy ware and house furnishing 
display cases and a special fixture for 
displaying stoves, refrigerators, ironing 
boards, ladders, rakes, shovel, hoes or 
table oil-cloth. Included in the folders 
are terraced display tables with glass 
compartments, nail bin counters, end 
display tables, sample holders, price 
card holders, etc. W.C. Heller & Co., 
Montpelier, Ohio. 









A SIZE FOR EVERY NEED...2 QTS. sg , 
TO 10 GALS... HAND OR ELECTRIC # fe 
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Spencer Marking Devices 


Sixty-fifth anniversary catalog shows 
the complete line of “Arrow S” mark- 
ing devices including stamps, dies, 
stencils, brands and supplies; badges, 
signs, tags, name plates, checks, metal 
jig sawing machines, dials, time 
stamps, seals, self-inking stamps, etc. 
S. M. Spencer Mfg. Co., 3 Cornhill St., 
Boston, Mass. 


Toy And Game Catalog 


Illustrates and describes children’s 
books and games, kindergarten pas- 
times and instructive occupational toys. 
Samuel Gabriel Sons & Co., 200 Fifth 
Ave., New York City. 





Cabinet Hardware Catalog EVERY MORNING HUNDREDS OF THOUSANDS 
National Brass has issued a “Handy | OF “RED END” RULES GO TO WORK 


Reference” catalog on cabinet hard- 
ware selected from its catalog No. 26 
and supplement. This newest booklet is 
devoted to cabinet hardware only and 
shows with full size cuts, cabinet 
catches, hingles, pulls, knobs, latches, 





Carpenters and Craftsmen, Mechan- 
ics and Metal-workers — hundreds 


of thousands of workers in nearly 
every American industry—rely on 
Lufkin folding wood rules. Every 
D — 





day in the year this army of “RE 








bolts and finishing washers. Two pages END” RULE owners gathers new = 

show the latest matched cabinet hard- | recruits. TAPES — RULES 

ware sets being offered by the com- | Are you selling these popular RED 

pany. Copies available from National | = — i — ge ate PRECISION TOOLS 
_ «ds. Mich. share of this big-volume rule busi- 

Brass Co., Grand Rapids, Mich sees? Weith foc echditn Bin 12 SAGINAW, MICHIGAN 

See page 89 for other Sales Literature | giving complete facts. New York City 
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JOHN H. STRIET- 
MANN, vice-president and 
secretary of the Kuhlmann 
Hardware Co., 1318 Main St., 
Cincinnati, Ohio, has been 
with that firm and its prede- 
cessor, Glaescher & Kuhlmann 
Hardware Co., since Decem- 
ber, 1876. Mr. Strietmann, 
who is 76 years young, well 
remembers the days when a 
good deal of the store’s busi- 
ness was done with carriage 
manufacturing concerns, Cin- 
cinnati being for many years 
a great carriage center. From 
1876 to 1881 he drove the de- 
livery wagon for the store JOHN H. STRIETMANN 
making trips to all parts of 
the city. He has held various positions in the organiza 
tion and has been a member of the firm for fifty years. 
Some years ago he was honored by the Main Street Mer- 
chants’ Association for having the longest record of 
service in business on that street. When he was a young 
man he was an ardent cyclist having been the proud 
owner, at the age of 18, of one of the then popular and 
“up-to-date” bicycles with a front wheel standing 52 
inches high. Long active in fraternal organizations he is 
a member of a Masonic lodge and the Shrine. He was 
for many years a member of the North Cincinnati 
Turners. 
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FIFTY YEAR 
CLUB 


ALBERT M. ANDER- 
SON, H. O. Anderson & Son, 
Sturgis, S. D., has been in the 
retail hardware business since 
Sept. 15, 1884. When he be- 
came an employee of the store, 
with duties such as blacking 
stoves, sweeping the store, 
lighting the fires and running 
errands, etc., the business was 
operated as J. G. Wenke & Co., 
his father then being a partner 
and manager of the business. 
Three years later Mr. Ander- 
son was sent to Spearfish Nor- 
mal School, Spearfish, S. D., 
which he attended for three 
years. While a student at the 
Normal school he made it a 
practice to drive to Sturgis, week ends in a buggy, to help 
in the store. Upon completion of his course in school he 
returned to the store, at which time the firm became 
known as H. O. Anderson & Son, his father having be- 
come sole owner of the business about three years before. 
Mr. Anderson, who at the age of 68 is still very much 
active in the store, is a past president of the South Dakota 
Retail Hardware Association. He has taken considerable 
interest in local and state affairs and for a number of 
years he has served the town of Sturgis in some capacity 
—as member of the school board, town council or as 
mayor. From 1906 to 1916 he was a member of the State 
Board of Regents, and from 1916 to 1918 was chairman 
of the Educational Survey Board for South Dakota. Mr. 
Anderson is proud to have members of the third genera- 
tion of the Anderson family associated with him—his 
sons, Earl H. and Harold O. Anderson. 





ALBERT M. ANDERSON 


HARDWARE AGE 
































GRIFFIN 


i Ce 


AND WROUGHT STEEL 


HARDWARE 








Quality Products 
Manufactured Since 1899 


« » 


Door Butts 
Strap and Tee Hinges 
Wrought Steel Shelf Brackets 
Safety Hasps and Hinge Hasps 
Ornamental Hinges 
Garage Door Hardware and Door Handles 
Screen Door Hardware 
Cellar Window Sets 
Back Flaps and Chest Hinges 
Corner Irons and Corner Braces 
Heavy Pressed Steel Door Handles 
Barrel Bolts 


« » 


All Are Available Through Progressive 
Jobbers and are Fully Described in our 
Catalog No. 19 Which Will Be Sent 


on Request 


(SRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 








Agents: 


NEW YORK: 45 Warren St. BOSTON: 100 Purchase St. 











CAN SEALERS. 


| oP S Cans; uses same jf] 
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CHICAGO: 162 N. Clinton St. SAN FRANCISCO: 703 Market St. 
| 











MILLION 
ADVERTISING 
MESSAGES 
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Y 
and Canning One NATIONAL 


br eatha profits feature 
ational Pressure 


Cookers 
»Nationally ad- 
vertised, Nation- 
ally endorsed, 
the Nationally 
recognized lea- 
der .... easier 
to sell, better 
made! 


Feature NATIONAL in@ 










eals cans automatically; 


cans over and » ( 
over again. 












EAU_ CLAIRE, WISCONSIN. 


“National Pressure Cooker Co. 
Dept 9a, Eau Claire, Wis. 

We sell * ‘Nationals’; send us window and 

store displays free. 

Send us further information. 











$ 
i\us- 
gallon = ccept 


ed): 
= substitutes 


EAGLE MANUFACTURING CO. 
Wellsburg, West Virginia 











Business and Industry 
Must Train Own Men 


(Continued from page 45) 


The General Electric and West- 
inghouse companies, in addition to 
training schools for future members 
of the shop, office, and drafting 
room forces, have always employed 
a system of apprenticeship for fu- 
ture executives. 

The system is to select a number 
of graduates of the principal en- 
gineering schools each year and 
paying them a modest wage, put 
them through all the departments of 
the plant. At the end of two or 
four years, the student is assigned 
that kind of work, for which he has 
shown the greatest aptitude. 

Many other of the larger com- 
panies follow a similar plan. But 
apprenticeship courses are not con- 
fined to the machine and metal in- 
dustries. There are many high 
school and college courses in ap- 
prentice training. In 1936, no less 
than 143 colleges offered courses in 
insurance law, research and _ prac- 
tice. 

Such courses and those of the 
plants mentioned, can well be 
studied with profit by employers 
for the only way they are going to 
get specially trained apprentices for 
any department, is to train them 
themselves. It can be stated au- 
thoritatively that training courses 
have been shown to have more than 
paid their way in greatly reduced 
labor turnover and goods, spoilage, 
and in greatly increased employee 
morale. 


Improved Electric 
Heaters Offer Hardware 
Store Volume 


Construction of new power 
projects has brought forth much 
publicity regarding the use of 
electricity for household cleaning, 
cooking, food preparation and 
heating. All of this material helps 
focus in the public mind the im- 
provements now available in elec- 
trical heating units. 

Manufacturers provide dealers 
with information as to the capac- 
ity and proper use of different 
models. Dealers can, by studying 
these recommendations, increase 
the number of sales which pro- 
vide customers with the right 
models for their individual needs. 








VICTOR 
H0-DEAFT FANS 


28" 


CEILING 
MODEL 

















CEILING AND 
SHELF MODELS 


Geltor coouns 
.. LOWER GST/ 








ASH in on the big 
demand for these 
modern, super-powerful 
circulators that replace 
many scattered installa- 
tions of small fans. The 
h velocity, long dis- 
tance, horizontal air 
stream at a height of 
8 ft. from the floor keeps 
all the air in constant 
motion—without drafts 
or blasts. Powered by 
extra-heavy duty motors 
and equipped with new- 
type, quiet blades, 


ACOMPLETE LINE 
All Sizes... All Types ¢ 
There's a Victor Fan 


EEZE- SPREADER’ 

pane west FAN 

model for every cooling therefore no summer colds 

need —and every one a from these amazing fans 
a ne = 





mechanical masterpiece «Breeze -Spreader.’’ 7 
with many exclusive fying heat relief with safety. 








convenience features. 

esk and overhead 
types; 8, 10, 12 and 16 in. 
sizes; stationary and 
oscillating. Every Victor 





circulating fan guaran- 
teed § full years. 


ASK YOUR JOBBER 


“//\\> 


VICTOR OVER 
COMMERCIAL MEooLiNG 


GET THIS FREE CATALOG! 


Victor's dealer proposition is definitely 
different—moreprofitable—actually takes 
you out of price competition. Don’t sign 
up for 1937 until you get the facts. Write 
for catalog, NOW! 


VICTOR ELECTRIC PRODUCTS, INC. 


723 Reading Road Cincinnati, Ohio 


MAKERS OF VICTOR VENTILATING FANS 
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Look for the : Arm and Hammer 


Solid Stocks and Dies 





Chasers 
Must be 
**Backed-Off”’ 
Today 


ARMSTRONG BROS. Stocks are of Certi- 
fied Malleable Iron, accurately machined 
and now Cadmium Plated. Trim, balanced 
tools, they take the awkwardness out of 
pipe threading. 

ARMSTRONG BROS. Dies are Special Va- 
nadium Tool Steel with ‘‘backed-off’’ teeth 
that start easily, cut with less effort, cut 
faster, smoother threads and come off pipe 
without tearing or jamming. 

Today pipe tool buyers know that dies must 
be ‘“‘backed-off’” to eliminate ‘‘drag,’’ to 
cut smoother threads. They have also 
learned to look for the Arm-and-Hammer 


“Anmstaous 8208" 


Sacaee. wee 


Mark as the guarantee of highest quality. 
Write 
an ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave. 


Chicago U. S.A. 








MARSHALLTOWN 
TROWELS 
sr. 


i XTRA LITE 


@ America’s largest selling Plas- 
terer’s Trowel. The original alum- 
inum mounted trowel and first 
choice of Plasterers everywhere. 


MARSHALLTOWN TROWEL 
COMPANY 


MARSHALLTOWN, Iowa 
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Sales Literature | 


(Continued from page 85) 


| Bathroom Cabinets 


New booklet shows the latest Miami 
and Carey bathroom cabinets in sev- 
eral different modern styles and de- 
Also 
such as racks, soap dishes, tumbler 


included are accessories 


holders, etc. Miami Cabinet Division 
of The Philip Carey Co., Middletown, 
Ohio. 


Round Edge Flat Wire 


The American Nickeloid Co. has is- 
sued a folder on its nickel steel and 
chrome steel round edge flat wire, 
showing the various applications of this 
product in design and utility. -Amer 


ican Nickeloid Co., Peru, Ill. 


Yacht Rope Pamphlet 


Describes Plymouth manila yacht 
rope and linen yacht rope; Plymouth 
mooring line; netted rope fenders and 
rope ladders. Plymouth Cordage Co., 


North Plymouth, Mass. 


Walworth Booklet 

“Walworth Today” is the title of a 
new publication of the Walworth Co., 
which is devoted to showing the appli- 
cations of its valves, fittings, and tools. 
It graphically illustrates and describes 
the many products made by the com- 
This magazine will be issued 
periodically. Walworth Co., Inc., 60 
E. 42 St., New York City. 


pany. 


For Water Heater Salesmen 
An additional volume of the water 
heater salesman’s library has been an- 
nounced by Westinghouse. The volume 
presents selling information gathered 
from sources in the field and designed 
to give the retail salesman a_ logical 
sequence for retail show-room presen- 
tation. The sales talks contained in the 
booklet are supplemented with impor- 
tant facts pertaining to electric water 
heating. Westinghouse Electric & Mfg. 
Co., Merchandising Division, 


field, Ohio. 


Mans- 


Coal Ranges And Heaters 


New catalogs have been published 


showing the latest designs and _fea- 
tures in the Moore line of coal and 


The Moore 


wood ranges and heaters. 
Corp., Joliet, Il. 

















King Freezer’s Tomb 


Somewhere deep in the heart of Egypt 
lay buried the once great potentate, King 





Freezer. Storms came and sands drifted, 
| but His Nibs cared not one whit. In his 
| mummy wrappings he was feeling mighty 

comfortable. He wasn’t exactly dead, 
| but for lo these many years he had heen 
| slumbering. He had been going great 
| for quite a few generations. But he just 
got tired and lay down. 


Land of the Dead .. . 


Doc Penguin, who himself is something 
of an intrepid adventurer, heard of this. 
He took pick and shovel and started ex- 
cavating. The good earth flew right and 
left. The air was loud with the ring of 
streamline designing and the welter of 
color, as the spadefuls fell on hard sales 
promotion and clinked against individual 
packing. Doc struck pay dirt. King 
Freezer was hoisted to God’s warm sun- 
light. 


..- to Land of the Living 


King Freezer blinked and looked about 
him. “What strange phenomena is this? 
Where am I? Is this the same world?” 
he asked, as the red corpuscles flowed 
again through his veins. “I was a long 
time dead, and it wasn’t fun,” quoth King 
Freezer, as he scampered away, arm in 
arm with a big national promotion cam- 
paign, who had been watching the pro- 
ceedings. 
Doc Penguin (and his helpers 
Husky, Dolly Madison, Igloo, and 
Zephyr) hope you're going along 
on this summer's freezer expedi- 
| tion. 


CONCO ENGINEERING WORKS 


Division of H. D. Conkey & Company 
MENDOTA @ ILLINOIS 
Export Sales Dept..— 201 N. Wells 
CHICAGO, ILLINOIS, U.S.A. 
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Attendance Established New Record At 
Triple Mill Supply Convention 


ITH approximately 600 dele- 
gates present and with total 
registration of about 1,000, a 
new attendance record was estab- 
lished at the recent Triple Conven- 





R. TEWKSBURY 


Oster Mig. Co. New 
President, American 
Assn. 


tion of the National Supply and 
Machinery Distributors’ Assn., the 
American Supply and Machinery 
Manufacturers’ Assn., and the South- 
ern Supply and Machinery Distrib- 
utors’ Assn. The meeting was held 
at the New Peabody Hotel, Memphis, 
Tenn., May 10 to 12 inclusive, 1937. 
The relations between manufacturers 
and their distributors were further 
cemented duing the discussions of 
mutual problems, to which subjects 
the larger portion of the convention 
program was devoted. The two most 
important features of the meeting 
were probably the special report on 
manufacturer-distributor relations, 
and the address of Felix H. Levy, 
counsel for the American Assn., on 
“The Robinson-Patman and Fair 
Trade Acts.” 

A summary of Mr. Levy’s address, 
entitled, “The First Year of the Rob- 
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In Memphis 


inson-Patman Act,” was published 
on p. 37 of the May 20 issue of 
Harpware Ace. Much interest was 
evinced in this address, particularly 
by the manufacturer delegates, and 
Mr. Levy’s presentation of points 
relating to the practical operation, 
validity and enforceability of the 
Act clearly showed the subject had 
been thoughtfully, carefully, and 
skillfully handled. 

The special report on manufac- 
turer-distributor relations was pre- 
sented in an entirely different manner 
than is customary in submitting such 
reports at trade meetings. The re- 
port was prepared under the joint 
direction of the trade relations com- 
mittees of the three associations, and 
following a few words of explanation 





GEO. H. HALPIN 
Minnesota Mining & 
Mig. Co. Retiring Pres- 
ident, American Assn. 


by H. F. Seymour, The Columbian 
Vise & Mfg. Co., Cleveland, chairman 
of the committee for the American 
Assn., was presented as a talking 
picture. The picture was made by 
Guild Productions, and was based on 
material provided by Mr. Seymour. 
Harry E. Ruhf, Cleveland Tool & 


Supply Co., Cleveland, chairman of 
the committee for the National Assn., 
and Alvin M. Smith, Smith-Courtney 
Co., Richmond, Va., secretary of the 
Southern Assn. Its dialogue, and the 





fh. C. DUNCAN 


R. C. Duncan Co. New 
President, National 
Assn. 


pictures used in conjunction with the 
report, served to show in a vivid and 
effective manner the general objec- 
tives and functions of the three 
principal trade organizations of the 
mill supply business. 

One important matter discussed at 
the meeting was the future of the 
Industrial Supply Research Burean. 
The question arousing the greatest 
interest in this discussion was 
whether the efforts and activities of 
the Bureau should be continued, de- 
spite the fact that the idea has not 
received wholehearted financial sup- 
port. It was decided that a further 
attempt would be made to induce 
additional firms to participate in the 
movement, which would assure its 
continuance on a financially sound 
basis. 

Preliminary meetings of commit- 
tees were held Sunday preceding 
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Tue most surprising thing about Mercury Bicycles is that 
they cost no more. Years ahead in style ... truly stream- 


lined from tail-light to fender-tip ... they stand out from 
the crowd like a thoroughbred. Yet you can offer this 
extra salability at competitive prices. The new catalog is 
now ready. Write for your copy. 

Styled by Alexis De Sakhnoffsky 


Mfd. by THE MURRAY OHIO MFG. COMPANY 
CLEVELAND, OHIO 




















| Superior Brand netting—identified by the familiar 


| rooster poster—is used successfully for countless pur- 
| poses. Its even weaving—straight selvage—freedom 
from bags or bulges is illustrated by this tennis court 
installation. 


G. F.Wricut STEEL & Wire Co. 


WORCESTER, MASS., U. S. A. 
New York - Atlanta : Chicago ~- Los Angeles 
WIRE NETTING WIRE CLOTH WIRE LATH 
CHAIN LINK FENCE WIRE CLOTHESLINES 
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the joint opening session on Monday 
morning. With C. A. Dillon, Dillon 
Supply Co., Raleigh, N. C., president 
of the association, serving as presid- 
ing officer the joint opening session 
began with an invocation delivered 
by Dr. T. K. Young, pastor, Idlewild 
Presbyterian Church, and opening 
remarks were made by Mr. Dillon, 
and by the presidents of the National 
and American Associations, P. Rid- 
ings, Syracuse Supply Co., Syracuse, 
N. Y., and Geo. H. Halpin, Minnesota 
Mining & Mfg. Co., St. Paul, Minn., 
respectively. The balance of the 
session was devoted to the presenta- 
tion of the previously mentioned 





P. RIDINGS 


Syracuse Supply Co. 
Retiring President, Na- 
tional Assn. 


special report on manufacturer-dis 
tributor relations. 

Separate meetings of the three as- 
sociations were held Monday after- 
noon. At the Southern Assn., meet- 
ing, President Dillon presented his 
report. as did Alvin M. Smith, secre- 


tary-treasurer. An address, “The 
Increased Cost to the Distributor 
Making Out-of-Stock Delivery Prices 
and Long Haul Truck Deliveries” 
was delivered by W. M. Given, The 
Young & Van Supply Co., Birming- 





R. S. PAGE 
The Henry Walke Co. 
New President, South- 
ern Assn. 


ham, Ala., and other matters on the 
afternoon’s program were of routine 


nature. 

The National’s Monday afternoon 
session opened with remarks by 
President Ridings. Following this. 
the work of the association was dis- 
cussed by H. R. Rinehart, secretary- 
treasurer, Philadelphia. Western 
Iron Stores Co., Milwaukee, Chair- 
man Chas. E. Curtis, reported for the 
membership committee, and a dis- 
cussion of the Robinson-Patman Act 
and other pertinent legislation was 
opened by Geo. A. Fernley, advisory 
secretary. Mr. Ruhf, chairman of 
the committee on Manufacturers’ 
relations, explained the committee 


work. Discussions were held on: 
manufacturers’ selling policies; dis- 
tributors’ buying policies, the need 
fot more adequate margins, and the 
need for greater uniformity in manu- 
facturers’ cash discounts, and the 
report of the overhead expense re- 
search committee was received. 

At American’s Monday afternoon 
session, the meeting was called to 
order by Vice-president Roger Tewks- 
bury, Oster Mfg. Co., Cleveland, and 
reports were presented by President 
Halpin, Treasurer E. S. Grant, Dodge 
Mfg. Corp., Mishawaka, Wis., and 


the chairman of the executive com- 


Pa 





C. A. DILLON 
Dillon Supply Co. Re- 
tiring President South- 

ern Assn. 


mittee, Herbert Ladds, The Lamson 
& Sessions Bolt Co., Birmingham, 
Ala. An address on “The Technique 
of Wage Negotiation and Adjust- 
ment” was delivered by W. F. Cook, 
Kimberly-Clark Co., Neenah, Wis.. 
and Mr. Seymour spoke of the ac- 





WM. A. PURTELL J. B. DALE R. K. HANSON H. R. RINEHART 
Holo - Chrome Screw Briggs-Weaver Machin- Secretary-Manager. Secretary-Treasurer, 
Corp. First Vice-Presi- ery Co., First Vice- American Assn. National Assn. 


dent, American Assn. 
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President, Southern 


Assn. 
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Quit worrying about the +4 guy who wants a pad- 
lock for a dime! Your cus- tomer is willing to pay 
for security. And in the ILCO line you have it for him: 
rugged strength with real pin-tumbler or disc-tumbler 
cylinders. 

Here are two excellent ILCO values: 


No. 308 (right), the aristocrat of padlocks. Shackles 
chromium plated, case hardened steel; locks on both 
sides. All parts and cavities machined to extremely close 
limits. Five-pin tumbler. Case and body heavy cast 
bronze, satin finish. Two milled nickel silver keys; prac- 
tically unlimited key changes. 

No. 314 (left), “Black Knight,” 6 styles including 2 
Bicycle Padlocks. Steel shackle; heavy steel case, durable 
black wrinkle finish. Mechanism is of 





five disc-tumbler, double locking (ro- 
tary) type, offering greatest possible 
security. Two keys; design permits 250 


ILCO KEY 
BLANKS 


See us first. We 


key changes. 


assortments. 





LOCK PROTECTION 
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Write today for complete informa- 
tion covering our attractive counter and 
window displays, also saleable padlock 


maintain an ex- 
tremely large as- 
sortment at all 
times, and can 
fill orders from 
stock. 


INDEPENDENT 





su snce orn LOCK COMPANY 


Fitchburg, Mass. 





Branches in all Principal Cities 
















sandpaper! 


HE CONTAINER used in packing 

Clover Green-Stripe Sandpaper is illus- 
trated above. It is the drawer type — the 
most convenient abrasive-sheet dispenser for 
the shelf-hardware dealer. 

The box has a handy tab so that the 
drawer may be easily withdrawn without dis- 
turbing the boxes above or under it. It also 
has the new gauge-hole, which tells you at 
a glance the contents of the box and when 
it is time to replenish your stock of a grade. 
This is quite an innovation. 

Although sandpaper is a low-priced item, 
we pack it in a quality container, attractively 
printed in colors. Clover Green-Stripe Sand- 
paper in its new shelf display box will mean 
more sales for the hardware dealer — and 
S-A-L-E-S spell P-R-O-F-I-T-S. 

Always specify Clover Green-Stripe Sand- 
paper — the better sandpaper — and insist 
upon getting it! 

P.S.—If you haven’t tried our Green-Stripe 
Flint Sandpaper, won’t 

you allow me to send 

you samples. I know 
you will like them. 


CLOVER MFG. CO. 


NORWALK, CONN. 
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SET ONE UP AND We 


LET DEMONSTRATIONS 
SELL FOR YOU 


@ This up-to-date Luther Special Sickle 
and Tool Grinder (LX3) has the sound 
construction that built reputation for this 
line since 1896—and it has features no 
other grinder can offer. The price is right, 
too. 

The LX3 has a Spark and Dirt Guard 
which protects the operator as well as the 
mechanism. It has 20-to-1 ratio and will 
sharpen six sections without reclamping 
the sickle bar. That means getting sharp- 
ening done in good time. 

Add to this the fact that your customers 
know Luther Grinders—used them on their 
fathers’ farms as boys—and you can see 
why this is the line to stock as regularly 
as clockwork. 


LUTHER GRINDER & TOOL CO. 


114 S. Second St., Milwaukee, Wis. 


Luther Abrasive Wheels and Scythe 
Stones are a specialty in themselves. 
Electric-furnace-processed, they stand long, 
hard service. Scythe Stones retail from 10¢ 
to 75¢—all good profit items. Write for 


catalog. 
uther 


OTalatek-1as 


For Every Purse and Purpose 











tivities of the distributor relations 
committee. 

The second joint meeting of the 
three associations was held Tuesday 
morning with its principal purpose 
being to discuss the work of the In- 
dustrial Supply Research Bureau. 
Alvin M. Smith, chairman of the 
Bureau’s governing board, presided 
and presented the board’s report, 
while the report of the Bureau’s ad- 
vertising committee was presented by 
C. O. Hednen, Yale & Towne Mfg. 
Co., Philadelphia. The results of 
this discussion have been reviewed 
earlier in this summary of the con- 
vention proceedings report. The final 
feature of Tuesday morning’s joint 
session was an address by A. P. 
Homer, president, Power Transmis- 
sion Council, Boston, in which Mr. 
Homer explained the functions and 
purpose of the Council. 

No business sessions were sched- 
uled for Tuesday afternoon, as a golf 








GEO. A. FERNLEY 


Advisory Secretary, 
National Assn. 


tournament was held at the Memphis 
Country Club, in charge of the fol- 
lowing members of the golf com- 
mittee: chairman, Hugh Wynne, J. 
E. Dilworth Co., Memphis; Neil C. 
Hurley, Jr., Independent Pneumatic 
Tool Co., Chicago, and Chas. E. Al- 
linger, The Chas. A. Strelinger Co., 
Detroit. On the same evening the 
annual dinner dance was held in the 
Peabody’s ball room. 

The third joint meeting of the 
convention was held on Wednesday 
morning with President Ridings of 
the National Assn. presiding. A re- 
port of the American Association’s 
committee on sales promotional 


literature was presented by Chairman 
C. F. Conner, B. F. Goodrich Co., 
Akron. Addresses on varying phases 
of distributing were delivered by 
President Dillon of the Southern 
Assn.; Edward F. Stauss, Oliver H. 


Van Horn Co.. Inc.. New Orleans; 








Geo. E. Cherrington, Standard-Ma- 
chinists Supply Co., Pittsburgh; Jack 
B. Dale, Briggs-Weaver Machinery 
Co., Dallas; M. G. Murray, Jr., Co- 
lumbus Iron Works, Columbus, Ga.; 
Chas. E. Curtis, The Western Iron 
Stores Co., Milwaukee, and James A. 
Channon, editor, Mill Supplies, New 
York City. 


On Wednesday afternoon separate 





ALVIN M. SMITH 


Smith - Courtney Co., 
Secretary-Treasurer, 
Southern Assn. 


and routine meetings were first held 
for the election of officers and the 
transaction of regular matters of 
business. These separate meetings 
were then followed with a joint meet- 
ing. At the National meeting Chair- 
man E. E, Stevan, The Strong, Car- 
lisle & Hammond Co., Cleveland, 
presented the report of the commit- 
tee on small orders. At the American 
meeting, in addition to the previously 
mentioned addresses of Mr. Levy and 
Mr. Conner, Philip F. Callaghan, 
General Refractories Co., Philade}- 
phia, spoke on “Experience in Dis- 
tributor Selling.”” The newly elected 
officers were introduced at the joint 
meeting, at which President Halpin 
of the American Assn., presided. 

The new officers of the three asso- 
ciations are: 

National Assn.—President, Rus- 
sell C. Duncan, R. C. Duncan Co., 
Minneapolis; first vice-president, W. 
T. Ryan, Cutter, Wood & Sanderson 
Co., Cambridge, Mass., and second 
vice-presidents, Chas. E. Curtis, 
Western Iron Stores Co., Milwaukee. 
Members of the National’s executive 
committee are: Area No. 1, F. Mar- 
sena Butts, Butts & Ordway Co., 
Boston; Area No. 2, P. G. Maddock, 
Maddock & Co., Philadelphia; Area 
No. 3, A. R. Smith, Boyer-Campbell 
Co., Detroit; Area No. 4, C. A. Chan- 
non, Great Lakes Supply Co., Chi- 
cago; Area No. 5, H. V. Waterman, 
Hendrie & Bolthoff Mfg. & Supply 
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UNION HARDWARE 
Shot Gun and Rifle Cleaners 


Skeet shooters, game hunters and target marksmen 
all realize the importance of CLEAN barrels in their 
shot guns, rifles and revolvers. 


Union Hardware Shot Gun and Rifle Cleaners meet 
every requirement—clean thoroughly and safely— 
never injure the finest gun barrels. The increased 
consumption of shot gun shells and rifle cartridges 
emphasizes the great demand for Ammunition, Fire- 
arms and Gun Implements. Union Hardware Gun 
Implements meet the demand, are profitable sellers, 
and give complete satisfaction. Sell them with con- 


fidence. 


No. 248 Bristle and Brass Wire 
Shot Gun Cleaning Brush 





No. 246B Rifle Cleaning Brush 
25-50 Cal. 





EUREKA Shot-Gun Cleaning 
Rod and Implements No. 95 


Your Jobber will supply you 


HARDWARE COMPANY 
Sw FUE aw Ee 
bpmOn-e-0) 1em me), pmenen, |. FB 


NEW YORK OFFICE IS| CHAMBERS STREET 
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TO SELL 


THIS 


2-O TENSO WELL & SWING CHAIN— 
250 FT. CARTON 


[_] ACCO NO. 8 SASH CHAIN 

[_] TENSO PORCH SWING CHAINS 

[_] ELWEL COIL AND MACHINE CHAIN 
[_] TENSO DOG RUNNER CHAINS 

[_] WEED BULL FARM TRACTOR CHAINS 


HERE’S A SALES TIP 


Use the above list to guide you in displaying 
chains that are timely and appropriate for this 
season and month. You will be surprised at 
how your sales of chain items will pick up 
when you give this merchandise just a little 
sales effort. Try it! 


Chains 












DISPLAY RACK AND CHAIN ASSORTMENT 
ACCO COTTER PINS 


ACCO JACK AND SAFETY CHAIN 
ACCO REPAIR LINKS & ASSORTMENTS 
EL-WEL-TRA TRACE CHAINS 


‘= 
LJ 
[_] TENSO KENNEL CHAINS 
L) 
L 
C) 


AMERICAN CHAIN DIVISION 
AMERICAN CHAIN & CABLE COMPANY, Inc. 











BOY~HERE’S A 
REAL LINE 




















“My regular customers buy Galena Motor Oil 
from me because it’s convenient for them—and 
saves them plenty of money.” 























“Galena brings me mew customers because it dis- 
plays well—and its name has a/ways stood for 
superior lubrication.” 




















“And my books show that Galena gives me 
steadier profit with less stock investment than 
any major item I've ever sold!” 


@ Leading hardware wholesalers through- 
out the country supply Galena. Ask your 
jobber about Galena’s complete and effec- 
tive sales plan for hardware stores. 


Galena Oil Corporation, 404 Butler Street, Cincinnati, Ohio 


GALENA 


100% PENNSYLVANIA MOTOR OIL 
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Co., Denver, and Area No. 6, Harold 
E. Howard, Ducommun Metals & 
Supply Co., Los Angeles. 

Southern Assn.—President, Rob- 
ert S. Page, The Henry Walke Co.. 
Norfolk, Va.; first vice-president, 
Jack B. Dale, Briggs-Weaver Ma- 
chinery Co., Dallas, and second vice- 
president, Edward F. Stauss, Oliver 
H. Van Horn Co., New Orleans. Ex- 
ecutive Committee: C. A. Dillon, 
chairman, Dillon Supply  Co., 
Raleigh, N. C.; J. B. Crimmins, 
Mills & Lupton Supply Co., Chat- 
tanooga; J. M. Bates, Moore-Hand- 
ley Hardware Co., Birmingham; F. 
M. Archer, Superior-Sterling Co., 
Memphis, and secretary, Alvin M. 
Smith, Smith-Courtney Co., Rich- 
mond, Va. 


American Assn.—President, Roger 
Tewksbury, Oster Mfg. Co., Cleve- 
land; first vice-president, W. A. Pur- 
tell, Holo-Chrome Screw Corp.. 
Hartford; second vice-president, H. 
P. Ladds, Lamson & Sessions Bolt 
Co., Birmingham; treasurer, Harold 
A. Buzby, Keystone Lubricating Co., 
Philadelphia, and secretary-manager, 
R. K. Hanson, Pittsburgh. Executive 
Committee: D. W. Northup, chair- 
man, Henry G. Thompson & Son Co., 
New Haven; R. G. Thompson, Luf- 
kin Rule Co., New York City; H. K. 
Clark, Norton Co., Worcester; 
Horace Armstrong, Armstrong Bos. 
Tool Co., Chicago; Thomas Robins. 
Jr., Hewitt Rubber Corp., Buffalo. 
and C. O. Drayton, Graton & Knight 
Co.. Worcester, Mass. 





Building Costs Show Only Slight 
Rise In Past Year 


ESIDENTIAL building costs 
Rie increased less than 10 

per cent during the past year 
in a majority of the cities in the 
United States it was indicated in 
a study just completed by the sta- 
tistical department of American 
Radiator Company. 

Figures obtained through the 
Federal Home Loan Bank Board 
on the cost of an identical six- 
room house in various cities 
showed 56 cities in which costs 
were less than 10 per cent higher 
during the first three months of 
this year as compared with the 
first three months of last year and 
11 cities in which the increase was 
more than that. , 

Statistics from the United States 
Bureau of Labor Statistics indi- 
cated that the average cost per 
family of new dwellings was $4,- 
073 in 1936 as compared with $3,- 
759 in 1935, an increase of 8.4 
per cent. 

Other statistics from the same 
source showed an increase of 6.5 
in the costs of building materials 
between January, 1936 and Janu- 
ary, 1937, and an increase of 15.1 
in labor costs for building, based 
on the costs of individual con- 
tracts. 

Rents, according to statistics 
from the National Industrial Con- 
ference Board, increased 11.2 per 
cent from January, 1936 to Janu- 
ary, 1937, based on a 1923 index 
of 100 which showed rents at 73.9 


in 1936 and at 82.2 in January of 
1937, with a further increase of 
2.4 to 84.2 during February and 
March of this year. * 

Figures from the United States 
Bureau of Labor Statistics, based 
on a 1921 index of costs of residen- 
tial buildings erected, show that 
the average cost of residential 
building for 1936 was lower than 
for any year from 1923 to 1931, 
inclusive. Costs on this index 
were: 


192] 100.0 1929... 115.7 
1922... 101.5 1930... 111.1 
1923... 104.6 1931... 107.0 
1924... 110.3 1932... 93.9 
1925... 113.1 1933 88.5 
1926... 112.0 1934. 85.7 
1927 112.7 1935 95.2 
1928... 111.7 1936 103.2 


Reports Are Available on 
Family Incomes and Rents 


Two reports in the Urban Study 
of Consumer Purchases have been 
released by the Bureau of Labor 
Statistics of the Department of La- 
bor. These reports are entitled “In- 
comes Received and Rents Paid by 
Families” and cover Portland, Ore.; 
Denver, Colo.; Aberdeen, Hoquiam, 
and Bellingham, Wash.; and Butte. 
Mont. The reports give a great deal 
of miscellaneous information _re- 
garding family earnings and size of 
families. Copies are available, free. 
upon application to the Bureau of 
Labor Statistics, Washington. 
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“BUTNO HIGHER IN PRICE 


WRINNEY 
Chile Bearing 


| Wl) BUTT HINGES 


PATENT APPLIED FOR 





Hinges that are forever silent at the joints—hinges that ride 
smoothly on a self-oiling bearing of durable Oilite—exclusive 
advantages that could easily command a premium in price for 
McKinney Butt Hinges yet retailing at no higher price than Ball 
bearing Butt Hinges. Here, truly, is an unbeatable combination 
for successful selling. Talk McKinney Oilite Bearing Hinges— 
cash in on their instant appeal to builders. Your jobber can 
supply you or write to us direct. 


McKINNEY MANUFACTURING COMPANY, PITTSBURGH, PA. 





















Strap Hinges in all sizes Wrought Steel Hasps in 
all sizes and finishes. 


packed in bulk or one 

pair to a carton. The Packed in bulk or one 
McKinney Line is the Pair to a carton. Push 
profitable line. the McKinney Line. 


DESIGNERS AND MANUFACTURERS OF GOOD HARDWARE FOR 


Tee Hinges in all sizes 
packed in bulk or one 
Pair toa carton. Stand- 
ardize on the wellknown 
cKinney Line. 





YEARS 








EVERY BUILDER TO WHOM YOU SELL FINISH 
HARDWARE IS A PROSPECT FOR 


GOOD MARGIN 
OF PROFIT! 


7 POWERFUL 
FOR FREE 


HELLER FOLDER No. 4H70 
“just off the press”’ 


Display Tables Folder 4H70 vividly and simply illustrates 
Complete line of Bulb graphically the latest in the famous Heller 


a designed quality Hardware {Store Fixtures 
rar ~- Price Card at exceptionally low prices 
olders, etc. 


- INCREASE YOUR BUSINESS WITH 
Price Cards MODERN HELLER EQUIPMENT. 
Nail Bin Counters Merchandise presented in an attractive HELLER 
Screw Bolt & Driti manner, placed within sight and reach, stimu- 
Cases lates greater buying. HELLER sales produc- 
ing equipment is completely finished and assem- 
Boxes and Drawers bled, sectional in form—easily installed, and 











Increased building activity has brought 
a new source of profit to hardware 
dealers who sell SKILSAW—the fast- 
est selling and best known electric 
handsaw. Our big advertising program 
is telling your builder customers about 
SKILSAW’s greater power, finer con- 





struction, countless money-saving ap- 
plications. Be prepared to sell and 
profit with SKILSAW this season! 


Write for our catalog and dealer proposition. 


SKILSAW, INC., Dept. E., 3318 ELSTON AVE., CHICAGO 


210 East 40th Street, New York, N. Y. . 52 Brookline Avenue, Boston, Mass. 
1429 Spring Garden, Philadelphia 
312 Omar Avenue, Los Angeles, Cal. . 2065 Webster Street, Oakland, Cal. 
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Shelving and Wall 
Cases 

Paint Shelving 
Sample Holders 
Send Complete Store 
Fixture Catalog 

No. 4H70 





portable in construction 
Remember the famous HELLER line is 
based on 45 years’ experience in economical 
planning of over 15,000 successful stores 
throughout the world. 
Simply tear out this ad and mail to us, 
checking items in which you are 
interested. or send for FREE 
FOLDER 4H70. 


W. C. HELLER & COMPANY 


20 Vesey Street, Suite 1111 
New York City, New York 


700 Bryant Street 
Montpelier, Ohio 











Sportsman’s Oil 


Leading sportsmen have preferred 3-In-One Oil 
since 1894—for protecting gun barrels, inside 
and out, to prevent rust and pitting—to keep 
working parts in tip-top shape—oiling fishing 
reels, water-proofing boots, lines, flies, etc. 
3-in-One Oil is a scientific blend of the finest 
oils—that's why it gives friple-service—Lubricates, 
Cleans, Prevents Rust and Tarnish. 


Display 3-In-One Oil With Guns, 
Fishing Reels, Bicycles, Skates 


You can sell more 3-In-One Oil by displaying 
it with these items that need its service. You'll 
be amazed how quickly you will increase sales 
and profits this easy way—and help your cus- 
tomers get better results from the sporting equip- 
ment they purchase. Send today for new Gun 
and Fishing Equipment display cards that will 
make sales for you. They‘re free! 


The A. S. BOYLE COMPANY, Distributors 
Jersey City, N. J. 


3-IN-OQNE OIL 


LUBRICATES*CLEANS*PREVENTS RUST 
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Coming Conventions and Events 


Associated Pot and Kettle Clubs An- 
nual Convention, Hotel Gearhart, Gear- 
hart, Ore., June 25 to 27 inclusive, 
1937. J. M. Robertson, secretary-trea- 
surer, 4725 District Blvd., Los An- 
geles, Cal. 

The Hardware Association of the 


Carolinas, 33rd annual _ convention, 


Winston-Salem, N. C., at place to be 
later designated, June 8 to 10 inclusive, 
1937. Arthur R. Craig, secretary, 803 
Commercial Trust Bldg., Charlotte, 
mm ©. 

Mississippi Retail Hardware and Im- 
plement Association 3lst Annual Con- 


vention, White House Hotel, Biloxi, 
Miss., June 14 to 16 inclusive, 1937. 
John F. Jennings, secretary, 307 Stand- 
ard Life Bldg., Jackson, Miss. 

National Federation of Implement 
Dealers’ Associations 38th Annual con- 
vention, Hotel Sherman, Chicago, IIl., 
Oct. 6 to 8 inclusive, 1937. H. J. Hodge, 
secretary, Abilene, Kan. 

National Retail Hardware Associa- 
tion’s 38th annual congress, Biltmore 
Hotel, Los Angeles, Cal., July 12 to 15 
inclusive, 1937. H. P. Sheets, manag- 
ing-director, 130 East Washington Bldg., 
‘ndianapolis, Ind. 





Hotstream Water Heater 


Has new wedge-fin baffle, which when 
placed in flue, automatically seats itself 
tightly against the flue-walls, thereby 
transmitting the heat of the flue gases 
directly into the water surrounding the 





flue. Combustion separator is a steel 
plate, porcelain enameled on both sides 
and supported immediately above the 
burner in the combustion chamber. It 
prevents the mixing of burned gases 
with fresh incoming secondary air in 
the combustion chamber. Throttling 
adjustment valve is a special, new-type 
control valve for the main burner so 
that the heater can be adjusted easily 
to burn at its rated imput with any 
gas. New-styled cast-iron door and 
frame swings downward. Entire heater 


is mounted on pedestal base. Standard 
model is finished in two-tone green 
krackle. Temperature and pressure re- 
lief valve furnished as standard equip- 
ment. Designed by Lawrence Blazey, 
Designers for Industry, Inc., Cleveland. 
Made by The Hotstream Heater Co., 
8007 Grand Ave., Cleveland, Ohio. 





New Florence Heaters 


The new Florence line includes vented 
circulating and radiant heaters with 
sleeve-type or pot-type burners; non- 
vented cabinet heaters with wickless 
kerosene burners, kitchen _ heaters, 
garage heater and portable room heat- 
ers. They are smartly designed with 
rounded corners and edges and finished 
in porcelain enamel or Crystone. Fittings 
are chromium plated. Model No. Ch27, 





shown, is finished in brown Peppertone 
porcelain enamel with chromium trim. 
It is equipped with humidifier pan, is 
designed to heat, humidify and circulate 
the air, and is recommended for home, 
suites, offices, and stores where flue con- 
nection is available. Has two powerful 
sleeve-type burners. Fuel is range oil or 
kerosene. Complete line will be on 
exhibit at furniture and house-furnish- 
ing shows at Chicago; permanent ex- 
hibit at the Merchandise Mart, and the 
Housewares Show in New York, July 
11 to 17. Florence Stove Co., Gardner, 
Mass. 
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This demonstrator-display is unlike anything ever 
devised for selling hammers. It is a friendly display 
that attracts and invites all who enter your store to try 
a Cheney Nailer, and once they start swinging—an- 
other hammer sale is made. This remarkable demon- 
D7 ne strator is doing a fine job in stores—everywhere. Why 
AR UE not give it a trial in your store. Send an order for a 
ORE Tey, : Cheney Sales Maker carton. In it are 
- NAME R 10—16 ounce Cheney Nailers No. 938 
sa 2-—20 ounce Cheney Nailers No. 937 
§ 1—16 ounce Cheney Nailer No. 938 chained to 
idisplay for demonstration. 
1—Cheney Sales Maker demonstrator-display. 
Give your trade the best in hammers—there is nothing 
finer than a Cheney. | 


HENRY CHENEY HAMMER CORP. 


FACTORY: LITTLE FALLS, N.Y. SALES OFFICE: 302 BROADWAY, NEW YORK 
PACIFIC COAST REPRESENTATIVES 
KELLY-DUNCAN COMPANY ~- LOS ANGELES ° SAN FRANCISCO 
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~-(CHICAGO)— 
SPRING HINGES 
New “Sagless” Spring Pivot-Hinge 





MH 


| 


iy} 


Gy < 
“ANITA 


\ 
It’s part of the oil paint agency program 


that sales of Alabastine products 4 
stay high through the summer ~iipr- 








Unlimited Guarantee for Quality and Results | Exterior Tension Adjustment 


Type 4007 “Sagless” gate spring pivot hinges may be 
quickly adjusted to different sizes and weights of gates. 
The exterior tension adjustment is conveniently located 
and easily accessible after the gate has been hung. 


There is a properly formulated Alabastine 
Product for every painting purpose, backed by 
guaranteed and proven merchandising plans 


\ 


\. ; Hardware Dealers will find this improved ‘Sagless” 
SS alabastine Complete tine A | gate hinge a profitable addition to their stock. 
Company of Oil Paints 
Patil Varnishes | Chicago Spring Hinge Company. 
Rapids mnamens ane | CHICAGO NEW YORK 
Michigan Water Paints | U.S. A. 
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BETTER 
TURNOVER 


BETTER | 
PROFITS with 


ULCHEK 
TOOLS 









The original Wrench Set—first on the 
market. Drop forged—carbon steel— 
tempered — parabolic heads — hinged 
container with positive lock. A very 
popular item. sees 









This “Insulgrip” Screw Driver has a 
molded composition handle which is an 
excellent insulator. It is sharply fluted, 
giving on exceptionally firm grip. Blades 
are of high carbon steel, heat treated 
and polished. A popularly priced item 
that is a rapid seller. 







FORGED 
TEMPERED 









The original punch and chisel set, forged 
and tempered for average use. In a 
wide price range. A good repeater. 


@ Dealers and jobbers handling the 
Vichek line are making very satis- 
factory profits. These tools are of 
the quality that means quick turnover 
and a constantly increasing volume. 
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LETTERS TO THE EDITOR 





“Calamity Howlers” 


Tampa, Fra.—I want to try and 
write a few lines for your paper in 
hopes that it may be of some help to 
the retail trade of our country and will 
head same to the “calamity howlers.” 

As you know we are now here in the 
state of Florida trying and will very 
likely pass a bill known as the Florida 
Recovery Act, which is very good and 
I hope we get it, but I am wondering 
if this will do the good some think it 
will. I am inclined to think that there 
has got to be a waking up of the retail 
merchant and that he is partly to blame 
for the chain stores getting the hold 
they have, and will offer this sugges- 
tion to remedy same. First select real 
salespeople, for they are born and not 
made. Next, or second, buy and have 
the goods the trade demands and have 
well displayed and marked in plain 
figures, one price to all retail, and give 


the service that will bring them back 
and others with them. This can be 
done if we work and please. This is a 
jump ahead of the chains, for they only 
wrap the goods and take your money. 
Third, see that you have some goods as 
cheap as the chains and this can be 
done, but push the better goods and 
you will nine times out of ten sell the 
better. In other words, be awake and 
on the job and it won’t be as bad as 
it looks. 

I am talking from thirty-two years of 
experience, both retail and wholesale, 
and am sure if we will get on the job 
and talk less for the chajns and do 
more for ourselves we will find things 
move along better and we will make 
more money. 

R. S. Stinson, 
Mer. Retail Sales, 
Knight & Wall Co. 





A Sufficient Retail Mark Up 


New York City—Every retailer 
should stop for a moment and recon- 
sider his policy of making about 25 
per cent profit on the selling price. 

If the dealer made a gross profit of 
33 1/3 per cent, which seems to be a 
fairly good margin, he would find in 
most cases that it would not be too 
much for the average retail hardware 
store, whose average sale is quite small. 

A large wholesale concern sent out 
a circular recently, urging dealers to 
mark up merchandise 60 per cent on 
the cost, which gives 37% per cent 
profit on the selling price. 

A few popular paint manufacturers 
suggest a retail price that gives the 


Safety-Bell Chain Lock 


Consists of a case-hardened steel door 
chain connected with a hand-wound 
alarm bell which is secured to the door 
or jamb. Maker states the slightest 


dealer 40 per cent profit on the selling 
price. 

A 40 per cent gross profit is not too 
much for the average retailer to make 
if he hopes to pay his bills on time and 
make a decent living, and those that 
disagree should take stock of them- 
selves and see if they make anywhere 
near one dollar per hour for the time 
that they devote to their business. 

The average union worker does not 
think too much of a $1.00 per hour 
wage—and he hasn’t any part of the 
responsibilities that a dealer has. 

Give more thought to mark up—if 
you do not cover your expenses—(in- 
cluding your personal expenses). 

Frep Morris 


alarm. It can be applied to either wood 
or metal doors and bell-base can be put 
on upside down if advisable. Bell must 
be kept wound but not too tightly. Deal- 





pressure of the door against the taut 
chain, or any attempt by an intruder to 
tamper with the chain, sets off the 


er’s cost, $14.40, less 2 per cent, per 
dozen. Cheshill Mfg. Co., 501 7th Ave., 
New York City. 
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lintel GARBAGE RECEIVER 


Can be Retailed $ g .00 
UNDER 


An outstanding and unmatched value that will create volume 


sales... 


for other progressive dealers throughout the country. 
withstand hard usage and to give long service. 





that will make extra profits for you, just as it is doing 


Built to 
At the special 
price, it is a value so extraordinary that it 
will pay you to get behind it in a big way. 
Wire or write today for prices and full 
details. 


THE WITT CORNICE COMPANY 
WINCHELL AVENUE @ CINCINNATI, OHIO 


ASH CANS - GARBAGE CANS AND PAILS - ROLLER 
CANS - HOISTING CANS OILY WASTE CANS 
HOODED CANS MOPPING PAILS - ETC. 


Originators of the Corrugated Can 





UND ne ee 
ERCROU 
CARBACE RECEIVER 
_ No.t0-AS 





A Few Featuree 


a. \ 
Ce asl a ta ile EES RS ETS | 





Impartial tests have proved that Witt Ash and 
Garbage Cans are 50% to 400% stronger than 
competitive Cans. It pays to sell quality . . 

to have satisfied customers who come back for 
repeats. You can make more money with WITT. 

















DEALERS: 


Send for price list, 
discounts and details 
on electric and auto- 
power paint sprayers. 
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5724 Armitage Ave., CHICAGO, ILL. 
| 





Model 860 
LIST PRICE 


$4850 


Complete 
less motor 


Y isis ofp 








Speedy Paint Sprayers 
Professional type with famous Clean Air 
compressor on steel base, pressure feed in- 
ternal mix spray gun with quart aluminum 
cup. List only $18.50—others $5.00—$14.00. 
Autopower sprayers $2.60 and up. No cylin- 
ders, pistons or rings to wear out. Sturdy, 
efficient, yet low in cost. 


W. R. BROWN CORP. 

















0 PADLOCKS 


CIAL FEATURES 





Here is a new, proven padlock that 
will make your customers stop ‘‘look- 
ing’’ and BUY. It has more definite, 
practical ‘‘selling points’’ than any 










padlock we know of . . . case hardened 
shackle, self locking, that locks at 
BOTH ENDS. You cannot pull out 







the shackle on Chicago Padlocks. Can- 
not be shimmed or rapped open. Double 
Bitted keys. Eleven tumbler cylin- 






der lock, One piece case of white 
metal or extruded bronze. Made in 
three sizes. 


At popular prices, Chicago Padlocks 
will outsell any others you've ever 
handled, and give you a generous mark 
up on every sale. Write for illustrated 
circular and full details 





CHICAGO 


2024 N. RACINE AVE. 
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STANDARD 
IN PLIERS 


\ 


comer WC LIF IN cess 


3200 BELMONT AVE. - CHICAGO 
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What Next 


(Continued from page 52) 


state laws is apt to prove a boomer- 
ang. In the long run would it not 
accentuate the decentralization of 
industry? Will not industries locate 
themselves in the many fair trade 
states to obtain advantageous trade 
regulations just as they migrated 
toward states with lax labor laws? 
It seems doubtful the fair trade states 
will heed the President’s criticism of 
these laws, especially since the Su- 
preme Court last December saw no 
fault in them. 


Federal Government Alone 
Cannot Stop Retail 
Price-Cutting 


“There is no federal legislation 
that can control “loss leader” selling 
in purely intrastate retail transac- 
tions. A thoroughly packed Supreme 
Court would hardly give the federal 
government that much leeway. The 
only legislative pattern that has 
shown up so far requires a coordina- 
tion of state and federal laws along 
the lines of the prison goods legisla- 
tion or the proposed Tydings-Miller 
and state fair trade law combination. 

“The militant retailers who spon- 
sored the fair trade laws did so as 


a reaction to the failure of the NRA 
retail price provisions to stand up. 
The old Capper-Kelly proposal which 
would have legalized resale price 
contracts in interstate commerce 
would never have worked today if 
there were no state enabling laws to 
back it up. 

“Failing to get Congress to adopt 
a federal resale price maintenance 
policy and receiving no relief from 
NRA, the proponents decided to 
start at the other end. They per- 
suaded the states to adopt the legis- 
lative principle, and later asked Con- 
gress to make it workable by means 
of the Tydings-Miller bill. Now that 
the Supreme Court has spoken this 
would have been the last link in a 
price stabilization plan more fool- 
proof than ever previously form- 
ulated. 

“Some observers believe that this 
position of the President may be the 
spark that will set off the pent-up 
revolt in Congress. It seems unlikely 
that this is the proper type of mea- 
sure to bring about such an event. 
After all, it is to be remembered this 
is not an election year and Congress 
so far, over more vital matters, has 
remained docile.” 





Cotter Pins In New Package 


Both Acco cotter pins and Campbell 
hammerlock pins are being put up in a 
handy and attractive package, called 
the “25 packages.” Each of these pack- 





ages contains a supply of one size of 
cotter pins and retails for 25c. These 
new packages eliminate the slow sort- 
ing and counting of cotter pins and are 
brightly labeled green for identification 
of the Acco pins and red for the Camp- 


bell pins. The size of the pin is plainly 
shown on two ends of each box. Ameri- 
can Chain Division, American Chain & 
Cable Co., Inc., Bridgeport, Conn. 


Adjustable Shelf Racks 





Keeps cans, boxes, packages, and 
bottles to front and in full view of cus- 
tomers and conveniently accessible. 
Operates by shifting to the front each 
entire row of articles on a shelf, after 
removing the first article or two. It is 
completely adjustable for any size ar- 
ticle. Each rack is equipped with a 
frame for a marker or price ticket. 
Shelv-O-Matic racks are cadmium 
plated steel. Standard size rack fits 
shelf 15 in. deep. The Shelv-O-Matic 
Co., 5934 Myrtle Ave., Brooklyn, N. Y. 
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ENJOY A TRULY PROTECTIVE SALES POLICY 


The Rogers Isinglass & Glue Co. does not sell chain stores, 7; 
group buyers, or mail order houses. This means that you, ; 
as an independent retailer, have absolute protection. You 
can build up a good business with Rogers Glue, which you 
will never lose because of cut prices. Retailers everywhere 
are switching to Rogers because of this policy and are 
sticking to Rogers because it is a profit- 
maker. You, too, will find it worth while to 


go ROGERS. 


Ask your Jobber today about Rogers 2 
Deals and the Rogers Dealer Helps. 


ROGERS 


ISINGLASS & GLUE 
COMPANY 


GLOUCESTER MASS. 






















The Complete 
LADDER LINE 


The Rich Ladder Line is complete 


from the largest to the smallest 


NU 


sizes and includes Fruit Pickers’ 
Ladders, Platform ‘Ladders, Sec- 
tional Ladders, Window Cleaning 
Ladders, Paper-hangers’ and Dec- 
orators Rodded Ladders, Step 
Ladders, Scaffolding, Trestles, Ad- 
justable Scaffold Jacks, Step Stools 
and every other type of ladder— 
both regular and unusual. 











FULL-FINISHED FLAT HEADS 


There is a difference in flat head cap screws. 
You'll find Triplex are burnished on all surfaces, 
heads shaved, accurately pointed and threads 
clean-cut. Precision quality makes Triplex a 
better source of supply. 


Write for samples, price list, catalog. 


THE TRIPLEX SCREW CO. 


5301 GRANT AVE. CLEVELAND 


IPLEX 


COMPLETE LINE OF CAPVAND SET SCREWS, BOLTS AND NUTS 


You can meet any ladder need 
promptly—if you sell Rich Safety 
Ladders. Write for complete infor- 


mation. 
* 


THE RICH PUMP & LADDER CO. 
1028 Depot St. Cincinnati, Ohio 
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START THE 
CUTON THE 
FIRST STROKE 


AT ANY ANGLE 


MODERN 
BLADE 


WITH EASY 
STARTING 
TEETH 


Easy-Starting fine teeth on 
forward end of the blade wins 
approval of all users because 
it is the most practical blade 
for every purpose. 


| Starts a cut at ANY 
angle. 

2 Teeth will not catch 
in corners. 

3 No scraping to begin 
cut, 

L Will not slip off the 


cutting line. 


THERE IS NO WRONG WAY 
TO USE DUPLEX BLADES 


Length and teeth per inch clearly 
stamped on every blade 


The only hack saw blades sold to 
Jobbers under a definite published 
Sales Policy, the faithful performance 
of which is guaranteed by a Legal 
Contract. We do not sell chain 
stores or mail order houses. 


Obtainable also in 


HYGRADE Brand 


THE HENRY G. THOMPSON 
& SON CO. 


NEW HAVEN, CONN 
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They Sold “White Elephants’ In 
“Bottoms the Limit” Sale 


TEN day “Bottoms the 
A Limit” sale was the unique 

sales stunt that S. P. 
Brownell, manager, Erie Hard- 
ware Co., Inc., Erie, Pa., used re- 
cently to dispose of an assortment 
of “White Elephants” which had 
long been on the store’s inventory 
at little or no value. The ten day 
sale created much comment and 
besides the $200 or more that was 
realized from the sale of the old 
and obsolete merchandise much 
new merchandise at regular prices 
was sold to people who had been 
attracted by the unusual sale. 

Among the outstanding “White 
Elephants” sold was a heater for 
a 1928 car, a piece of merchan- 
dise the store had given up all 
hope of selling. The heater and 
numerous other odds and ends 
were displayed in a show window, 
with a full explanation of the 
sale. 

Low prices were put on the mer- 
chandise the first day of the sale 
and each day of the sale, there- 
after, prices were discounted an 


additional 10 per cent. The last 
day of the sale, items left in the 
“Bottoms the Limit” stock were 
given away free. Free items were 
given to those making purchases 
at a price equivalent to or greater 
than the prices of items in the 
“Bottoms the Limit” display the 
last day of the sale. If a customer 
purchased an item worth a dollar 
he could have, free of charge, any 
item which had been priced at that 
figure—or less—on the first day 
of the sale. 


First Advertisement 


The first advertisement of the 
unusual sale advised customers to 
“Visit our store this week and see 
how you can save on your hard- 
ware needs. This sale will be a 
source of fun as well as economy.” 
Another advertisement emphasized 
the wisdom of buying items on 
sale promptly saying in part, 
“Don’t wait too long—what you 
want may be gone.” Mr. Brownell 
says that the stunt made people 

(Continued on page 106) 


Unusual Sale 


In Our History 


BEGINS TUESDAY, FEB. and 


VISIT OUR STORE THIS WEEK AND 
SEE HOW YOU CAN SAVE ON YOUR 
HARDWARE NEEDS. THIS SALE 
WILL BE A SOURCE OF FUN AS 
WELL AS ECONOMY. 


i HARDWARE CO. IC 








Two column ad used by Erie Hardware in their “Bottom’s the Limit” Sale 
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SYELES. FisHiNG REELS 
140 LighT macHNERY 





2. Ereeren sTHEEt 


presi iorres« 


Every Shooter 
One of Each 


OPPE’S NO. 9 to clean gun barrels mirror-bright. Removes 
lead, metal fouling, all firing residue. PREVENTS RUST. 


Select canton 
Sepa- 


Hoppe’s Cleaning Patches to apply No. 9. 
flannel, cut to size. In attractive dustproof cartons. 
rate sizes for all firearms. 


Hoppe’s Lubricating Oil, to keep gun actions friction-free. 
Light, pure, penetrating. Won't gum. Fine for fishing 
reels, bicycles, children’s vehicles, all home machines. 


Order from your Jobber; he can supply you promptly. 
Write us for Hoppe’s Gun Cleaning Guides—FREE for 


your customers. 


FRANK A. HOPPE, Ine. 
2314-A North 8th Street, Phila., Pa. 

















WITH THE TIMES 


THESE famous casters roll along on ball bearings. No friction. No 
effort. No damage to floors, rugs or floor covering . . . as up to date 
as a stream-lined train or 1935 motor car. 


A demonstration does it . . . merely roll an “Aacme’ 
on the counter. Show the frictionless, quiet operation 
of the “acme” and you’ve made a sale. A profitable 
item with repeat orders. Stock and sell ‘““AcmEs.” 








| If your jobber cannot 


| sw 





| factory. 





A PROFITABLE ITEM FOR ANY HARDWARE MERCHANT 


’ 


THE ScHAtz MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 






NEW Kind of HOSE REEL 


1 eo] 84 = 


SPRINKLING 
PROBLEM 


Water Runs Through Hose 
While Reeling or Unreeling 


No dragging of hose . . . no soiled 
hands or clothes. Patented brass 
water-tight revolving joint; all 
steel drum and frame; portable. Each in re- 
shipping corrugated mailable box 24 lbs. Sam- 
ple sent on approval to rated firms. 


,PRICES ON Open Stock . 4or 
REAL REEL _Each 33 00 a $2.15 


FLEX-NEK (right) Rust-resistant, water-tight flexible 
tubing on steel base; makes common nozzle the handiest 
sprinkler available. 6 in box with colored dis- 
play card, 5 lbs. Sample sent on approval to 


rated firms. 
50 3 Doz. 00 
Doz. $5 0 or More $5 Doz. 


PRICES ON 
TERMS—April Ist dating; 2% 10 days, net 30 days. 


FLEX-NEK 
MANUFACTURERS 

nts i f 
iipidMec: jog fe oe 


summer write us for full particulars. 









We have a very attractive 
proposition to offer Manu- 








ANKER HOLTH MFG. CO. 


ly you, order from 
DEPT. H. A., Port Huron, Mich. 
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SELLS 
on Sight 


Here is a fine tool, useful in every 
home or shop, strikingly mounted 
to catch the eyes of your custom- 
ers and attract sales. 


The No. 5-T Repairman’s Taper 
Reamer is remarkably handy. 
Machinists, electricians, carpen- 
ters, automobile repairmen. 
plumbers and blacksmiths find it 
indispensable. It is made of fine 
steel, carefully heat-treated to 
hold its reaming edges under con- 
tinued hard usage. The long T 
handle affords a firm grip and 
eliminates the need for a brace 
and bit or other holder. Its ca- 
pacity is 144” to 1%”. 

Keep a generous stock of those 
reamers on hand. Display the 
mounted sample prominently and 
watch sales speed up. 


GREENFIELD TAP & 
DIE CORPORATION 


Greenfield, Massachusetts 


Detroit Plant: 2102 West Fort Street 
Warehouses in New York and Chicago 


In Canada: Greenfield Tap & Die 
Corporation of Canada, Ltd., Galt, Ont. 


GREENFIELD 
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watch the store windows and that 
some folks who had had their eyes 
on merchandise with a view to 
obtaining it free of charge at the 
end of the sale were disappointed 
to find other folks had come along 
before the end of the sale to pur- 
chase items they had had their 
eyes on. 


Broadeasts 


Every morning excepting Sun- 
day the store reaches folks in Erie 
and in surrounding rural areas by 
means of broadcasts over station 
WLEU, this plan being used 
largely because the city has no 
morning newspapers. These broad- 
casts, which are of fifteen-minute 
duration, include mention of the 
Erie store three different times, 


once in connection with Erie Hard- 
ware’s “Something different every 
day” specials. These specials are 
offered only on the day of the 
radio program at the special price. 
As an extra tie-up with the pro- 
gram the specials are shown each 
day in a small window with a 
sign reading, “Today’s Radio 
Special. Something different 
every day.” The sign has an illus- 
tration of a W LEU microphone. 
These daily broadcasts attract 
housewives and the rural trade in 
particular. On a recent morning, 
step ladder stools, with a 40 per 
cent markup, were offered in the 
broadcast and by 9:35 two and a 
half dozen of the stools had been 
sold, as a result of phone calls, 
following the program. 


pointe ety 
“Bottoms the Limit" SALE 





ON THE SPECIAL ITEMS SHOWN IN OUR. 
SHOW WINDOWS — THE PRICES 
3 ARE DROPPING 


ed 


TUESDAY 


4 


SATURDAY—FREE 








DONT WAIT TOO LONG—WHAT You " 
‘WANT MAY BE GONE - 





Rha = HARDWARE CO., Inc. 





1301 $ Siate St. 


Another 2-col. ad used by Erie Hardware for their “Bottoms the Limit” Sale. 


Business Setting New Records 


Although the labor situation still 
clouds the outlook, business ac- 
tivity should hold near present levels 
during the second quarter, says the 
United Business Service in its cur- 


rent report. It points out that, de- 
spite widespread and recurring labor 
tie-ups affecting the automotive and 
many other industries, business con- 
tinues to set new records for recovery. 
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— Continued with : everywhere, 
PREFERENCE- dow anur tay © sued at tmes © & anise of GUIN 
aad SERVICE whch have etabiched the name of" 4 B” as 2 guaraty of depedalty — 


The Gilbert & Bennett Mfg. Co. 


Established 1818 - America’s Otdest Woven Wire Factory- Manufacturers 


WIRE CLOTH, NETTING and FENCING 
New York City Cees Sas Wie ay , ser os San Francisco 

















ee * i. 
from ~\>~ NEW YORK 


a Suggestion to 


BUSINESS MEN 


Arter a busy day, many business men have 
reports to make—letters to write, etc. Those 
who live at Hotel McAlpin find ample writ- 
ing desks, pens that WRITE, plenty of sta- 
tionery... plus the comfort and quiet to 
concentrate. 

Add to this the luxury of the NEW rooms, 
beautifully decorated and furnished, and 
you will understand why the McAlpin is the 
preferred New York Hotel of thousands of 
busy business men. j ony 3. WOELFLE, Manager 


33 eis 
Hotel M°Alpin 


The Centre of Convenience . 
BROADWAY AT 34th STREET, NEW YOR 
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Make SILVER PROFITS]with 
SILVER CLIPPER 


This FREE Display Will Tie-Up Our 
GOOD HOUSEKEEPING Advertising with your store 


x Your best customers will read about this 
strikingly beautiful new Hanson Silver Clip- 
per in the August issue of GOOD HOUSE- 
KEEPING—out July 25th, right at the start 
of the canning season. Seize this profit 
opportunity—send for this FREE 5-color 
tested display. Just pay for the six fast-sell- 
ing family scales. You make your full profit. 
The Silver Clipper sells on sight—Modern- 
istic silver and black dial—unusual accuracy 





Deal No. 2000 


—reasonable price. Retail Prices Zone A Zone B 
Ask your jobber for catalog and prices. ~~ He) a 
Seales .... $1.35 $1.50 
HANSON SCALE COMPANY _ , Seles i... 
(Est. 1888) Hanson Sil- 
510 N. Ada St., Chicago ver Clip- 


OE cccces C8 2.00 
Two No. 1371 
Hanson Sil- 


j ver Clip- 
O06: .2.5-.2 Bie 2.50 
One Display Stand FREE 


Guaranteed b 


EF A aA | L Y 5 e A L £ Ss GOOD HOUSEKEEFKING 


as advertised therein 


1150 Broadway, New York 

















THOUSANDS OF DEALERS 


MAKE BIG MONEY 
wi7y A SPEEDOLITE 


Actual Sales Records Prove This 


$1000.00 IN. 7 MONTHS — Pawtucket, R. I. 
$1557.67 IN 13 MONHTS — St. Paul, Minn. 
$ 910.00 IN 12 MONTHS — Kankakee, Il. 
$ 360.60 IN 4 MONTHS —- Red Bank, N. J. 
$ 400.00 IN 6 MONTHS — Harrisburg, Pa. 


BIG STEADY PROFITS FOR YOU 


Hundreds of prospects right in your terri-* 
tory are waiting to rent this sander. Our 
Sure-Shot FREE Advertising Material— 
that has never failed—will bring 
them in. 


The SPEED-O-LITE is light 
in weight (80 lbs.)—works 













NO DIRT 


right up to the quarter-round— NO DUST 
picks up all dirt and dust and 
leaves a ball room finish on NO MUSS 


every floor. Operates from any 
convenient outlet. No experi- 
ence required. TRY IT FOR 5 | 
DAYS AT OUR EXPENSE. { 


-MAIL COUPON TODAY-- 


LINCOLN-SCHLUETER FLOOR MACHINERY CO. 
1212 W. Grand Ave., Chicago, Ill. 

Please send full details of your 5-day FREE Trial SPEED-O-LIT 
. Offer. Also complete information on your Merchandising Pla 
; for Dealers. 
i ERR er eer ere nem rrr mtr Tre Te 
DD, acccarckapietesaencwces” leaed nuaccsaeoaedsnae <heetehpatee ‘ 
NEN <o'sp:sincie.scieedale Guigiatidad edad cbs cops ranasaseaaaneekesantae 










@ STANDARD GRADES 


From large stocks in all standard 
meshes—with heavy coating of high- 
est quality zinc. 


@ SPECIAL GRADES 
Plain steel, tinned wire, or galva- 
nized—wide variety of different 
meshes and gauges. 

@ GALVANIZED WIRE LATH CLOTH 
Various meshes and gauges. 

@ Made from WICKWIRE MILLS cop- 
per bearing open hearth steel with 


low sulphur content—a “depend- 
able” source for over 60 years. 


Ask Your Jobber for WICKWIRE BROTHERS 


CF 











WIRE 

WIRE CLOTH 
POULTRY NETTING 
HARDWARE CLOTH 
WIRE NAILS 


WICKWIRE 


BROTHER 


COR Tt Om Be WN. Y. 
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TheGreen RiverOrdinance 
Matter Is Settled 


By ELTON J. BUCKLEY 


OSSIBLY two years ago I 

wrote an article in which 

I reproduced an ordinance 
which the town of Green River, 
Wyoming, had passed, which it 
seemed to me, might go far to 
settle the nuisance to local mer- 
chants of outside merchants com- 
ing in and selling merchandise to 
householders in competition with 
them. This ordinance was as fol- 
lows: 


An ordinance forbidding solicitors, 
peddlers, hawkers, itinerant merchants 
and transient vendors of merchandise 
from trespassing in and upon private 
residences when uninvited so to do by 
the owners and occupants of said 
private residences, in soliciting and at- 
tempting to solicit orders, or in selling 
and exposing for sale wares and mer- 
chandise, and declaring such soliciting 


to be a nuisance and directing the 
police authorities to abate such nuis- 
ances, and fixing the penalty for com- 
miting such nuisances. 
Be It Ordained by the Town Council 
of the Tewn of Green River, Wyoming: 
Section 1. The practice of going in 
and upon private residences in the 
town of Green River, Wyoming, by 
solicitors, peddlers, hawkers, itinerant 
merchants and transient vendors of 
merchandise, not having been requested 
or invited so to do by the owner or 
owners, occupant or occupants of said 
private residence, for the purpose of 
soliciting orders for the sale of goods. 
wares and merchandise, and/or for the 
puropse of disposing of and/or peddling 
or hawking the same, is hereby de- 
clared to be a nuisance, and punishable 
as such nuisance as a misdemeanor. 
Section 2. The town marshal and 
police force of the town of Green River 
are hereby required and directed to 
(Continued on page 110) 


This is the “Green River Ordinance” 


ORDINANCE NO. 175 


BE IT ORDAINED BY THE TOWN COUNCIL OF 
THE TOWN OF GREEN RIVER, WYOMING: 








Section 1. The practice of going in and upon private 
residences in the Town of Green River, Wyoming, by 
solicitors, peddlers, hawkers, itinerant merchants and 
transient vendors of merchandise, not having been re- 
quested or invited to do so by the owner or owners, occu- 
pant or occupants of said private residences, for the pur- 
pose of soliciting orders for the sale of goods, wares and 
‘merchandise, and/or for the purpose of disposing of 
and/or peddling or hawking the same, is hereby declared 
to be a nuisance, and punishable as such nuisance as a 
misdemeanor. 


Section 2. The town Marshall and Police Force of the Town 
of Green River are hereby required and directed to suppress 
the same and to abate any such nuisance as is described in the 
first section of this ordinance. 

Section 3. Any person convicted of perpetrating a nuisance, 
as described and prohibited in the first section of this ordi- 
nance, and upon conviction thereof shall be fined in a sum 
not less than Twenty-Five ($25.00) Dollars or more than One 
Hundred Dollars ($100) together with costs of proceedings, 
which said fine may be satisfied, if not paid in cash, by execu- 
tion against the person of anyone convicted of committing 
the misdemeanor herein prohibited. 

Section 4. All ordinances and parts of ordinances in con- 
flict with this ordinance are hereby repealed. 

Section 5. It being deemed by the Town Council of the 
Town of Green River that an emergency exists, this ordinance 
shall be in full force and effect from and after its passage and 
approval. 

Passed this 16th day of November, 1931. 

Approved this 16th day of November, 1931. 


WILLIAM EVERS, Mayor. 
Attest: 


C. O. Horton, Town Clerk. 
(Séal) 
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ASK THE DEALER WHO 
SELLS THEM! 


About the 


4. PLIER 
SELLING 


UNIT 


Ask him if it hasn’t pushed up his plier sales 
4 times. Ask him about the extra profit. Ask 
him what his customers say about BERNARD 
MECHANICAL HAND pliers. Then ask your 
jobber about the extra discount you get by 
buying the 4 Plier Selling Unit. If he doesn’t 
tell you, we will. 


See our advertisement on page 32 in the 
Hardware Age Directory Number 


THE WM. SCHOLLHORN CO. 


416 CHAPEL ST., NEW HAVEN, CONN. 








Every DEALER Should GET 
These NEW TWINS FREE 


STO PAD OR ENDS OUTWARD SLAMS 









THIS “SNUBBER” 
DOES THE TRICK 
CRACKED DOOR FRAMES 
Prevents, BROKEN GLASS PANELS 
ACCIDENTS FROM WIND 

Complete 


Ready to Insta’... Only 50c 
EVER-WARE Hydraulic DOOR CLOSER 








AN i 


i} Wily AYN 
Anny WN Wy 
WANA 





Silently CHECKS-CLOSES and LATCHES 


Lowest price hydraulic closer on market. 
Amazing performance—All metal parts—Fully Guaranteed—Fits 
= or LEFT HAND DOORS. 
No. Complete—Ready to install (to open 90°) Only 7-4 
No. 2. Complete—Ready to install (to open 135°) 
Get all the facts of FREE OFFER NOW! 
Install Demonstrators and Make Big Profits. 


WARE BROS., 4456 W. Lake St., Chicago, Ill. 























Business must be regu- 
lated as well as traffic. We stopped 
you just long enough to tell you that 
copy for your Classified Opportuni- 
ties advertisement together with 
your remittance must reach us at 
least 13 days before publication date 
to insure insertion. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St. + New York, N. Y. 
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Sell Them 
by the set 





Sets of 9, 11, 17 bits are fur- 
nished In compact cases for 
the convenience of the users. 


It isn’t hard. Every mechanic needs the entire set in bis work, and it 
resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing loss, etc. Try it. 

Forstner Bits are the only bits that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 


Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 
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For 
GOOD WORK 


and 


GOOD PROFITS 





Both you and your 
customers want profits 
rather than just turnover. 
Good tools save time and 
labor and bring profits for 
your customers as well as 
yourself. And this makes for 
satisfied customers of the best 
type. UTICA offers the wid- 
est range of Alloy Steel pliers 
in the world which enables 
you to carry such items as 
move profitably in your 
community. 


UTICA Bull Dog End Cutting 
Nipper, No 60 
Retails at: 
5 in. $1.15; 6 in. $1.25; 
7 in. $1.50; 8 in. $1.75. 


UTICA 


DROP FORGE & TOOL 


CORPORATION 
UTICA > NEW YORK 
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The Green River Ordinance 


(Continued from page 108) 


suppress the same, and to abate any 
such nuisance as is described in the 
first section of this ordinance. 

Section 3. Any person convicted of 
perpetrating a nuisance as described 
and prohibited in the first section of 
this ordinance, upon conviction thereof 
shall be fined a sum not less than $25, 
or not more than $100, together with 
costs of proceedings, which said fine 
may be satisfied, if not paid in cash, 
by execution against the person of 
anyone convicted of committing the 
misdemeanor herein prohibited. 

Section 4. All ordinances and parts 
of prdinances in conflict with this 
ordinance are hereby repealed. 

Section 5. It being deemed by the 
town council of the town of Green River 
that an emergency exists, this ordi- 
nance shall be in force and effect from 
and after its passage and approval. 


This ordinance was totally dif- 
ferent from anything I had seen 
or heard of, in that it approached 
the question in quite a new way. 
My recollection is that when that 
article was written this ordinance 
had already been upheld by the 
local court out there. Knowing 
that before its fate was finally 
settled it would surely have to run 
the gamut of many courts, I dis- 
missed it from my mind until liti- 
gation over it should run _ its 
course. 

The subject attracted and has 
continued to attract much atten- 
tion all over the country and I 
have been written to many times 
about it. In many towns and 
cities the local merchants have 
apparently been ‘waiting for final 
action to be had on this method of 
restricting outside merchants. 
That done, they were prepared to 
do the same thing themselves. 

As was inevitable, the legality 
of the Green River ordinance was 


carried through all the courts in 
Wyoming, and finally wound up 
in the U. S. Supreme Court, which 
of course is the court of last re- 
sort. After the highest Wyoming 
court had pronounced the ordi- 
nance constitutional, the interests 
opposed to it appealed to the U. S. 
Supreme Court to take it over and 
decide it. The court examined it 
but refused to take jurisdiction. 
That leaves undisturbed the de- 
cision that he ordinance is con- 
stitutional, and the matter, so far 
as this particular ordinance is con- 
cerned, is settled. 

When the U. S. Supreme Court 
declines to take jurisdiction of an 
appeal, as it does many times, it 
is not, strictly speaking, equivalent 
to a flat decision by the court. 
But it has the same result, for it 
declines to disturb the decision 
which is being appealed from. 

It is now the law, therefore, that 
the council of a city, town or 
borough, if in the position that 
Green River was in, may complete- 
ly prevent outside merchants from 
coming in and selling in compe- 
tition with the local merchants, by 
the method used in Green River. 

I said this is true of a city, town 
or Lorough “in the position of 
Green River.” What I mean is 
this :— 

One vital factor in the court’s 
decision in this case was that bor- 
oughs of Wyoming are empowered 
by law to decide what shall be 
considered a nuisance and to abate 
it. Where a borough, town or 
city is not empowered by law to 
do this, the result might not be 
the same. 





Educate Yourself Out of the Rut 


No matter what the aim in life, 
training is absolutely necessary 
to get out of the commonplace. 
No professional man, no athlete 
would consider for a moment go- 
ing into a competition without 
training. Ball players train all 
spring for their summer campaign, 
they observe the strictest rules 
and work hard to gain some 
slight advantage over their op- 


ponents. What better argument 
for the hardware man to take up 
training in selling and servicing 
of builders’ hardware? 

Turn to page 32 and begin the 
study of builders’ hardware from 
the fundamental points, and con- 
tinue into the later chapters where 
you will learn to handle ad- 
vanced work. It will help make 
you a major league hardware 
engineer. 
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NEW DAISY WATERERS 


ie HOG and POULTRY 


Cool Water in Summer 

Warm Water in Winter 

Saves Feed—Saves Labor 
BEST FOR 35 YEARS 


Five different models to meet all 
conditions. No pressure valve to 
attach to barrel or tank. High 
pressure valve for pipe line. Ideal for 
water system. Furnish the hogs fresh 
water constantly. 
A HEATER ATTACHMENT 

FOR EACH MODEL 
The Daisy line increases sales. Guar- 
anteed by all jobbers—write us for full 
descriptions. 
Heater Attachment MADE ONLY BY 





S The Big Sellers— 
T A os STAR Heel Plates were “star” 
sellers 30 years ago, and they’re 
still repeating. No shoes too 
small or too large for STAR’S 
—9 sizes to fit all sizes of 


shoes. 14 gross pairs in box. 
Keep stocked. 













, SL ARS 
WWW 
Sold by Leading Jobbers 


Heel Plates Send tue Samples and Prices 


a STAR HEEL PLATE CO. a 
Newark N. J. 
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Makes it easy to apply Microfyne Powdered 
Graphite, lubricant extraordinary, that will not 
burn, gum or drip. Proof against acids, alkalies, 
brine. Thousands of uses. Descriptive folder 
and name of dealer near you sent on request 


a AS, ou, ¢ EVERYWHER 
JOSEPH DIXON CRUCIBLE CO. —_ FA our we wiasons EvERWHER 


Dept. CG-40 Jersey City, N. J. 
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THE McCORMICK SALES CO., BALTIMORE, MD. 














KNOWN QUALITY Satisfied Customers 
SHARK BRAND CHISELS 













Beware are made in 
ee . . 
Pardon me for butting in: !’m looking a Sweden from 
finest Charcoal Steel. 
Imitations Sturdy and well made. 


for some additional lines to represent. 
Know where | can find any good 


Discriminating workmen ap- 
preciate their known quality. 
Because of their reputation as de- 
pendable tools, they sell with little 
































ones? effort, which means sure profits to you. 
@ Stocked by leading jobbers, or write @ 
SANDVIK SAW & TOOL | CORPORATION 

47 Warren St. 740 Washington Ave., North 
New York, N. Y. Minneapolis, Minn. 

Certainly! You'll find many good R. M URPHY Cc LAM KNIVES 

ae Standard of Excellence Since 1850 
accounts advertising under the The R. Murphy line 
heading of “Sales Representatives dudes: 


Wanted” in the Classified Sec- 
tion of HARDWARE AGE. Read 














the ads in every issue and you Shoe Knives 

will be reasonably sure to find pete Bey Best crucible steel blades, especially processed, 

the kind of a line you want. | ree lhe hardened and tempered. Handles afford perfect 
Sloyd Knives grip. 3 sizes—2% in., 3 in. and 31/2 in. 
Pruning Knives Sell the R. MURPHY line of CLAM and WORK 
Plaster Knives. KNIVES. Their guaranteed dependability and 
Stencil Knives. durability will make your cutlery counter more 
ee profitable. New Catalog and prices ready. Write 
Roofing Knives today. 
Shirt Knife 





extemion Biades =» Robert Murphy’s Sons Co., Ayer, Mass 
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74 BASSICK 
DISPLAY THAT 


SELLS Qualkly 


CASTERS! 





DISPLAY 


. Complete with samples, metal bed 
| socket gauge, catalog and dis- 
play card, is given to you at no 
charge with the Bassick Quality 
Group at : $987 


& 
THE QUALITY GROUP 


35 Sets of Casters, 
Slides and Sockets. 


DIAMOND DART 
"FULL FLOATING 
BALL BEARING CASTERS 


The finest household casters 
that have ever been availa- 
ble at economical prices. 
Three sizes, 14", 1%" and 2" 
diam. wheels. 


DETACHABLE METAL 
BED CASTER SOCKETS 


Six sizes... Made to fit in metal 
bed legs with the same size 
> holes as those on back of 
display block. 
a 
DIAMOND DART BALL BEARING 


PLATE CASTERS 


Especially adapted for 
cabinets, trunks and gen- 

~“éral utility purposes. Two 
sizes, 1%"and1'4" diam- 
eter wheels. 










RUBBER CUSHION SLIDES 


Slide easily, quietly. Recom- 
mended for chairs, tables and 
other furniture on hard sur- 
face floors. 





THE BASSICK COMPANY 


Connecticut 


Bridgeport 
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Just Among Ourselves 


(Continued from page 31) 


necessity experiment with younger 
men now coming into the employ- 
ment field. I believe that within 
the next few years industry will 
have need of all the men which 
can possibly be trained during 
that period. According to the an- 
swers to the questionnaire, ma- 
jority opinion indicates that the 
best method to train men is to 
employ them and try them out 
inside the plant. Of course, this 
involves sorting out the competent 
from the incompetent, but in the 
process industry stands to gain a 
certain number of new, skilled 
workmen who will stand in good 
stead in the period of still greater 
productivity which, in my opin- 
ion, is in store for American in- 
dustry.” 


A NEW NRA ?- 

Are we threatened with a new 
NRA? Will such a development 
follow the probable passage of an 
“Hours and Wages Bill?” At 
press time, newspapers and Wash- 
ington reports suggest a 40-hour 
week and a 40 per cent hour wage 
basis through Federal Law. Is 
this the forerunner of an NRA 
type of control of all business 
from Washington? If so, fair 


trade practice provisions are ap- 
parently not included. In fact, 
some reports specifically comment 
on the complete lack of any trade 
practice provisions and state that 
there will be none included. In 
the old Blue Eagle NRA, trade 
practice provisions were only a 
delusion anyway — a chocolate 
coating or bait to cover the labor 
provisions hook which was the 
real objective of NRA. Never- 
theless, we have too much one- 
sided legislation regarding labor 
contracts, either in force or pro- 
posed. If organized labor, as such, 
is to have ever-lasting gains and 
powers there must and should be 
with that power a precise degree 
of recognized and established, or- 
ganized responsibility. To date, 
penalties and restrictions for fail- 
ure to observe labor laws and 
contracts are entirely the burden 
of business. Organized labor faces 
none of these controls and so has 
a freedom of action that comes 
with lack of responsibility. Some 
reports suggest that retail stores 
will be exempted from the hours 
phase of the Hours and Wages 
Bill or at least will be given some 
flexibility in the matter. Further 
details should be available in our 
next issue. 





Installment Terms Practices 
In 20 American Cities 


66 OST retail credit execu- 
tives agree that the cor- 
rect way to handle installment 


credit is to require a reasonable 
down payment—a sufficient carry- 
ing charge—terms not extending 
beyond the depreciation value of 
the merchandise—and a credit bu- 
reau report on every application 
for credit,” says a recent issue of 
The Credit World, official publica- 
tion of the National Retail Credit 
Association. 

Following a study of install- 
ment terms in_ twenty cities 
throughout the United States by 
the Research Division of the 
N.R.C.A., The Credit World out- 
lined some of the high lights of 
those findings as follows: 


“J. A carrying charge of at 
least one-half of one per cent per 
month on all installment sales is 
required in all the principal 
stores in over 50 per cent of the 
cities. 

“2. Maximum terms vary with 
the type of merchandise and in 
any case do not extend beyond 
the depreciation value. 

“3. The down payment varies 
with the value of the merchandise 
and in most cases it is 10 per 
cent. In some cities the stores 
will not accept less than $5.00 as 
a down payment. 

“4, Carrying charges are usu- 
ally rebated if the account has 
been paid in full within 90 days. 

“5. The majority of the stores 
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The LAST WORD in Modern Styling 


SCREEN DOOR LATCHES ee ee ee ew ee aes = >» SPRING HINGES 


the lithe lines of steel designed for strength 
with mere decoration sharply suppressed . 
the built-in beauty of super-utility with simple 


















harmony of detail . . . plus the careful crafts- 

manship and faithful finish that are the Frantz No. 508 

tradition. HALF 
SURFACE 


These latches and a wide variety of hinges come 
in all standard plated finishes, packed individu- 
ally or in sets, boxed with screws. 


Let these choice numbers from the Frantz line 
lift your screen door fitments above dime-store 
dullness. Show them and see how style stimu- 
lates summer sales. Write today for particulars 
and prices. 


No. 527 No. 528 FRANTZ MANUFACTURING CO. 
RIM STYLE MORTIS STYLE STERLING, ILLINOIS 








ALLIGATOR 


TRADE MARK REG. U.S. PAT. OFFICE 


STEEL BELT LACING 


For belts of all kinds and 
sizes. Genuine ALLIGATOR 
STEEL BELT LACING is 
stocked by leading jobbers and 
listed in their catalogs. Not 
sold by mail order companies 
under its own or any other 
name. Specify “Genuine Alli- 
gator Steel Belt Lacing.” Or- 
der through your job- 
ber. 


Sole Manufacturers 


FLEXIBLE 
STEEL LACING CO. 
4616 Lexington Street, Chicago 


In England at 135 Finsbury Pavement, London, E 


THE COR iz Cc 


COFFEE 


~~~ Hf | FASTEST SELLING GLASS COFFEE BREWER 
...Just Look At Its Deghynres!  * fait filter fast 


trols time and tempera- 


Here's why the CORY Coffee Brewer is easiest to ture. Insures perfect 
coffee automatically. 


sell. It's the most beautiful of glass coffee 
, : * 2-heat electric units; 
brewers. Provides the most alluring features. high and low 
Advertised to over 15,000,000 readers. Sup- * Patented Funnel Holder. 
plies dealers the most valuable dealer helps. * Hinged Decanter Cover. 
Prices maintained, so you get your rightful profit. * — Heat - Resisting 
° ass. 
Ask your jobber or write us for catalog. % Beautiful Platinum 
Striping. 
GLASS COFFEE BREWER CORPORATION | io metat touches the 
Dept. 31 325 No. Wells St. Chicago, Ill. coffee. 


Cesc 30 Tt 














* a . 
Here’s the Answer | OPEN. ALL SET 


| 
me COBURN 
Cea Open ~ fe Opee wet 
ee 


ROLLING STORE LADDERS 


Make full use of your top shelves. There is 
a Coburn Rolling Ladder designed to meet 
any special conditions. 

Send us a sketch showing the height of 
your shelves and any obstructions. We 
will send you our recommendations and our 


to the householder’s prayer 
for a sure and easy way of 
opening every type of con- 
tainer that comes into the 


home. 

The Edlund 
OPEN-ALL SET 
of 
Modern Kitchen Tools 


Can Opener—Jar Opener 
and Bottle Opener 


—— 


pneverennenert 


























shower gift. 





: . quotation. 
Can be sold at a special price Since 1888 Coburn Products Have Been 
and still allow a good profit. Dependable 
Ask your jobber or write di- , 
rect for details. arene ~ | COBURN TROLLEY TRACK CO. 
Ss 1 F k | 
EDLUND CO. ar toliee tele a0 tame | 50 CANAL ST. HOLYOKE, MASS. 


Burlington, Vermont 
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STEEL BRICK HODS 


for years 
because of 
their strength 
and lightness. 

All steel 





Ne. 162 
Briek x7” deep 


22”x10" 


Prices Will Interest 


The Cleveland Wire Spring Co. 


E. 38th St. and Hamilton Ave. 


@ @ CLEVELAND, OHIO @® ®@ 


Have been used 








waste — every hook can be 
used. Protects fingers. D- 
plied with a WIREGRIP noid or any other standard Belt 





rocker pins. 8 sizes. 


boxes or long lengths. 


WIREGRIP comes on proc- 


essed cards that preven 


Lacing Machine. 


MSTRONG-BRAY & CO 


“The Belt Lacing People” 
304 N. Sheldon St. 


BELT LACINGS 


STEELGRIP is a stronger lacing for 
all power and conveyor belts. 
Clinches smoothly into belt, 
compresses ends, prevent 
fraying, 2-piece hinged 





Chicago, U.S.A. 


In 








ROCHESTER ADJUSTABLE 
SASH BALANCES 


A product of Guar- 
anteed quality. Real 
profit in handling 
them. 





Write for prices. 


Rechester Sash Balance Ce.., Ine. 
Rechester, N. Y. 











Tools that Serve — 
Cutlery that Cuts 


We protect you through Jobbers 
DAMASCUS STEEL PRODUCTS CORP. 


Rockford Iinois 








CUTLERY 
















GET THIS 
New, Useful 


CATALOG 


of 


Med Devil 
TOOLS 


Good To Look At 
Profitable to Use 


SEND POSTAL TODAY 
LANDON P. SMITH, INC. 
130 COIT ST., IRVINGTON, N. J. 














HEN YOU BUY, ASK YOUR JOBBER FOR 
IT WILL PAY YOU 


w 
HINDLEY WIRE GOODS. 
WHEN YOU SELL. 


BRIGHT WIRE GOODS 
WIRE SPECIALTIES 
COTTER PINS 


HINDLEY MFG. CO. 


Pate BOLTS 


Vatley "Falls, R. 1. 
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do not sell soft merchandise on 
deferred payments; however, a 
carrying charge is usually added 
on wearing apparel purchased on 
installments. 

“6. Down payment on soft mer- 
chandise varies from 10 to 20 per 
cent and maximum time from 4 
to 18 months.” 

While points five and six would 
not interest all hardware dealers 
they have application in hard- 
ware stores which carry general 
store lines. A new idea to many 
hardware dealers, who sell major 
appliances and other high units 
of sale on deferred payment plans, 
is that of rebating carrying 
charges on accounts that have 
been paid in full within 90 days. 
Offering such a rebate to all cus- 
tomers who purchase large units 
of sale, on “easy payment” plans, 
is particularly good advertising, 
as it would tend to make many 
who can pay in 90 days anxious 
to earn this saving. A credit pol- 
icy that protects the dealer and 
also rewards the customer for 
more prompt payment than a 
contract calls for builds profit for 
the dealer and creates consider- 
able goodwill for him. Care 
should be exercised to see cus- 
tomers understand the full im- 
portance of a rebate for payment 
in 90 days or a shorter period. 


Recommendations of The Cred- 
it World as to a sound credit 
policy are as follows: “l. A 
reasonable down payment should 
be required on all merchandise 
purchased on installments. 


“2. The carrying charge on in- 
stallment sales should be large 
enough to meet the cost of han- 
dling so that none of the extra 
cost is passed on to the “monthly 
charge” customer. (To date, one- 
half of 1 per cent per month on 
the outstanding balance has been 
found sufficient.) 

“3. A carrying charge of one- 
half of 1 per cent per month to 
be placed on all monthly accounts 
not paid within 60 days from due 
date (first of month following 
purchase), such carrying charge 
to be computed on the end-of-the- 
month balance. 


“4. Terms should not extend 
beyond the depreciation value of 
the merchandise. 


“5. Credit customers should not 








(7b he PROFITS 


are possible with the handy household package of 
GARDINER Repair-All Solder. Retailing for 18 
cents this fast moving item meets chain store com- 
petition and gives you a full margin of profit as 
well. GARDINER Solder is better solder . . . does 
neater and cleaner work. Packed in attractive tins, 
and each counter display box contains {0 tins of 
— NER Repair-All Solder. Order from your 
jobber. 


x A 
€=. lardiner 
Sat RX & (METAL CO. 


4821 So. Campbell Ave., Chicago, ill. 











DENISTON 


‘“‘Lead Seal’? NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ** 
feal’’—the lead under the head and down the 
shank actually plugs the nail hole with lead! . . 
Ask your jobber or write us for samples and dem: 
onstrator blocks 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 


‘GUNSHIN 


> Yo) tne 
ace r 









cHAM 


MADE IN U.S.A. 


ASK: YOUR JOBBER 


HOYT & WORTHEN 
TANNING CORP. 


HAVERHILL MASS. 





be allowed to obligate themselves 


| beyond their capacity to pay. In 


other words, assuming that a per- 
son is able to maintain a steady 
income and encounters no un- 
foreseen financial emergencies, he 
should be able to liquidate his 
obligations according to agree- 
ment. 

“6. A credit bureau report 
should be secured on all applica- 
tions for credit.” 

Many hardware stores, which 
have to prove that they have a 
good credit rating, when they 


| wish to purchase merchandise on 





a credit basis, are lax in insisting 
on a good rating on the part of a 
consumer purchasing major ap- 
pliances, or other high units of 
sale, on deferred payment plans. 
It is not always good business to 
permit credit or installment pur- 
chases merely because an individ- 
ual appears to be worthy and 
honest, as many fundamentally 
honest folks will, if given the op- 
portunity, obligate themselves far 
beyond their ability to make pay- 
ments. 
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Outdoor Lighting Equipment 








Tats 
Weatherproof N.E.C. Standard 
Porcelain Enamel Sockets and 
Steel Fittings 


Lighting for Summer Sports is on the way. This is the ideal 
reflector for outdoor lighting. BE JOHNNY-ON-THE-SPOT 
with the latest equipment for renovating TENNIS COURTS, 
GOLF DRIVING RANGES, GAS STATIONS and other outdoor 
spaces, 
SUN-GLO reflectors give you sunlight at midnight. 

Send for Folder and Prices. 


KORAL MANUFACTURING COMPANY 


151 CHAMBERS STREET NEW YORK CITY 




















=— 
Ht = 


RESULT, 

















JUNE 3, 1937 


| Premax Solid Steel 


RODS |= 











Detachable Hi 
i. andlej~~, it’s QUALITY 
Gay Thru and Thru! 
by 
NF Look at them all! You'll at once see the 
if PREMAX SOLID STEEL RODS are quality 
. —and that they'll be the big leaders every- 
[ where at 50¢ to $1.75 retail. Send for Rod 
F Bulletin and Samples Today. 
| PREMAX SALES DIVISION 
Chisholm-Ryder Company, Ine. 
| $801 Highland Avenue, Niagara Falls, N. Y. 








ELECTRIC 
FENCE INSULATORS 


| All Kinds 
All Sizes 





Write for full in- 


formation. 





| Porcelain Products, Inc. 
Findlay, Ohio 











TORCHES 
KNOWN 


> EVERYWHERE 
CLAYTON & LAMBERT MFG.CO. 


DETROIT, MICHIGAN 




































SAFETY ROLL 1, 
Can OPENER 


25,000,000 women can’t 
be wrong. Approved by 
Good Housekeeping. 
The simplest... best- 
cutting ...easiest-to-use 
can opener on the mar- 
ket. For quick turnover 
—and good profits—dis- 
play this Nationally Ad- 
vertised Popular Seller. 


VAUGHAN NOVELTY MFG. CO., INC. 
3211-25 CARROLL AVENUE, CHICAGO. ILLINOIS, U.S. A 
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Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
It?’”? editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue published on August 27, 1936. 


The “Who Makes It?” issue of Hardware Age enables you to quickly locate sources of 


supply and helps you answer many questions regarding brand names, products, etc. 


Carlisle, Pa.: Who manufactures 
the Rich forest fire fighting tools? 
Cochran-Allen. 

ANSWER: C. H. Rich, Woolrich, 
Pa. 


* * * 


Willard, Ohio.: Please furnish 
name and address of the maker of 
Rock Island manure spreader?— 
White’s Hardware. 

ANSWER: J. I. Case Co., Racine, 
Wis. 


* + 


Unionville, N. Y.: Who makes the 
Columbian hay — carrier?—Frank 
House. 

ANSWER: Louden Machinery 
Co., Fairfield, Iowa. 


* * * 


Pittsburgh, Pa.: Who makes the 
Solar rubbish receptacles ?—-Amer- 
ican Hardware Supply Co. 

ANSWER: Solar-Sturges Mfg. 
Co., Melrose Park, III. 


* + 


Spring Valley, N. Y.: Please send 
us the address of the Darnell Corp., 
Ltd.; they make the E-Z-TURN 
casters._-Kaplowitz & Alpert, Inc. 

ANSWER: Long Beach, Calif., 
New York office—24 E. 22nd St. 


* + * 


Beaver Falls, Pa.: Who makes the 
Kitchen Craft aluminum cooking 
utensils?—Davidson Hardware Co. 
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ANSWER: West Bend Aluminum 
Co., West Bend, Wis. 


*% * * 


Arcadia, Florida: Who makes lace 
leather with a picture of an Elephant 
on the package?—L. L. Morgan & 
Sons. 

ANSWER: California Tanning 
Co., 1907 Shenandoah Ave., St. Louis. 
Mo. 


* * * 


Philadelphia, Pa.: Please furnish 
name and address of the manufac- 
turer of the Crescent Hobart electric 
dishwasher ?—Murta, Appleton Co. 

ANSWER: Hobart Mfg. Co., Troy, 
Ohio. 


* * * 


Tulsa, Okla.: Who makes the 
Nicholls framing square?—Clark- 
Darland Hardware Co. 

ANSWER: Nicholls Mfg. Co., Ot- 
tumwa, Iowa. 

* * * 


York, Pa.: Who manufactures the 
Moto-Scoot?—York Paint & Hard- 
ware Co., Inc. 

ANSWER: Moto-Scoot Mfg. Co., 
215 So. Western Ave., Chicago, IIl. 


* * * 


Spencer, Ohio: Who makes the 
Esco Milk cooler?—Spencer Hard- 
ware. 

ANSWER: Esco Cabinet Co., 
West Chester, Pa. 


Tamaqua, Pa.: Who makes the 
Emblem gas range?—The J. Howard 
Williams Co. 

ANSWER: Caloric Gas Stove 
Works, Trenton Ave. & Tioga St., 
Philadelphia, Pa. 


* %*+ %* 


Franklin, N. H.: Who manufac- 
tures the Howard butcher knife?— 
Clarence P. Stevens Co. 

ANSWER: Special brand of the 
Simmons Hardware Co., 900 Spruce 
St., St. Louis, Mo. 


* * * 


Philadelphia, Pa.: (1) Who 
makes the Tat ant trap and (2) the 
Shavemaster electric razor?—Sup- 
plee-Biddle Hardware Co. 

ANSWER: (1) Soilicide Labora- 
tories, Upper Montclair, N. J. (2) 
Shavemaster, Inc., 800 N. Clark St.. 
Chicago, II. 


* + 


Castleton on Hudson, N. Y.: Who 
makes wheels such as used at carni- 
vals for raffling off different mer- 
chandise?—G. Roozeboom, Jr. 

ANSWER: Apex Mfg. Co., Nor- 
ristown, Pa., H. C. Evans & Co., 1522 
Adam St., Chicago, Ill., Mason & 
Co., 390 Frelinghuysen Ave., New- 
ark, N. J. 


* 2 


Campbelltown, Pa.: Who makes 
Dixie twin tubs?—A. M. Brandt. 


ANSWER: Sommers Bros. Ap- 
pliance Co., Saginaw, Mich. 
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DEALERS ARE PILING UP PROFITS 
ON TURNER CAMP STOVES 


Jobbers everywhere report fine in- 
creases in volume due to our pol- 
icy of longer profit to the dealers 
on Turner Camp Stoves. 


| NATIONALLY ADVERTISED 


Consistently advertised year after eis 
year in leading national maga- 
zines. We furnish dealer tie- 
up material—-window or counter 
displays, folders, newspaper mats 
—free on request. 

PROFIT PROTECTING POLICY 
Hamilton Beach offers a liberal 
margin—protects it with a Whole- 
saler-Retailer distribution policy. 
All inquiries referred to dealers. 
Order from your Jobber. Write 
us for free dealer helps. 
HAMILTON BEACH CO., Racine, Wis. 


a a — | TURNER BRASSV YOR ) 
HAMILTON BEACH Pil 


~ a — - ‘naeinean GREATEST ALUMINUM PAINT VALUE 


_oer offered the Trade! 
An improved All-Steel Wrench for 


heavy work. The forged steel Bar 
is made oval shape giving additional 
stock and greater strength than 
square wrench bars. The Handle is 
sturdily braced and shaped to fit the 
hand comfortably and afford a firm 
grip. 7 sizes: 6 to 21 ins. Jaws open 
to % in. on smallest size to 4 ins. on 
largest size. All profitable sellers. 



































Dealers should investigate this 
fast selling line of Camp Stoves 
if they have not done so. 


Four models to stock meet all de- 
mands and requirements of the 4 
purchasers. \ 


> 


Consult your Jobber or write for 
complete information. 
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Two compartment § 
cans with Aluminum 
Paste or Powder 
and the finest Ex- 
terior Spar Varnish 
Bronzing Liquid. 
Ready Mixed Alu- 
minum Paint made 
with Aluminum 
Paste. The most 
perfectly balanced 
Ready Mixed Alu- 
minum Paint that will not tarnish or con- 
geal in the can. 
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Ask Your Jobber Order from your jobber. Jobbers: Write! 


TRADE 
BEMIS & CALL CO. Bc; No. 60 <= SHEFFIELD BRONZE POWDER & STENCIL CO. 
SPRINGFIELD, MASS. eee yeaa 3000 Woodhill Road @ Cleveland, Ohio 














HORSE NAILS | 


CAPEWELL 
Regular Head | City Head 





Ps This man and many like him will buy 






































Extra Large Head ' Goodenough 
Countersunk | Regular Ice ; 
Plater’s Special | Special Ice / 
NORTHWESTERN 4 CAULK-O-SEAL _ 
To hundreds of workmen it is 2 so-pece-e antte, Fae Sak noi 
. as B as . 
ce CALBAR Ry yg 9 se outetinsing efficiency, simplicity and rugged- 
1 " i 7 
y Your jobber can supply you — a a) 
or you can send for the en- . o 
lightening facts and figures. é 
ELL || CALBAR PAINT & VARNISH CO. VW 
s COMPANY | Manufacturers of Technical Products . < 
RTFORD, CONN 2612-26 N. MARTHA ST., PHILA., PA. cs 
° e 














ALWAYS NEEDED! MAKE EXTRA PROFITS ON 
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WHOLESALE |) F/Z PkXys Sul Uits 
HARDWARE] “ BRONZE WEATHER STRIPS 
HOUSES Giving Minor Easily installed without 
Names and Addresses; Capitaliza- removing sash or door! 
tions; Lines Handled; Territories | Now you can make quick, new profits by selling genuine 











Covered; Number of Men Travelled: | Dennis Double Cushion Spring Bronze Weather Strips for 
Names of Officers and Buyers. | modernizing jobs and new homes. The easiest to install 
—comes attached to new parting stop. Patented “S’’ fold gives 


Useful for double spring action. Prevents cold air leaks. Makes snug weather- 
proof seal conforming to all warping, shrinkage and expansion of 
PERSONAL SALES CONTACTS sash and doors. Endorsed by architects and builders for saving fuel. 
Price $10.00 a Copy CREDIT DEPARTMENT Ask your jobber or write for new 1937 Weather Strip Catalog. 


} 

| 
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Check with Order DIRECT MAIL WORK | 
HARDWARE AGE VERIFIED LIST | WwW. J. DENINIS G&G CO. 


239 W. 39th ST.. NEW YORK, N. Y. 
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CLASSIFIED OPPORTUNITIES SECTION 





Positions Wanted Advertisements 


at special rate of one cent a word, mini- 
mum 50 cents per insertion. 
All Other Classifications 
Set Solid, Maximum of 50 words... .$3.00 
Each additional word........... -06 
All Capitals, Maximum of 50 words. « - 4.00 
Each additional word............ .06 
Allow Seven Words for Keyed Address 


Boxed Display Rates 





Use this section to reach Hardware Manufacturers, Manufacturers’ Agents, 
Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


¢ CLASSIFIED ADVERTISING RATES e 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments 


as 2 — 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 


e 
HARDWARE AGE is published every other 











NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


Address your correspondence and replies to 


HARDWARE AGE 
Classified Opportunities Dept. 














DO. iscmbidir mewn ae sre eeees + e88.08 Thursday. Classified f 1 1s d 
Each additional. inch. eccccccee 4680 " ahen a ya oS gciiinetion. “es 239 West 39th St., New York City 
HELP WANTED BUSINESS OPPORTUNITIES SALES ACCOUNTS WANTED 
WANTED — EXPERIENCED RETAIL FOR SALE—MODERN_ LAWN MOWER 


HARDWARE MAN capable of taking charge of 
hardware department located Eastern Connecticut. 
State age and experience. Address Box C-569, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 





BUYER—An exceptional opportunity for a 
young man who knows heavy hardware lines and 
who has had at least two or three years’ suc- 
cess‘ul experience selling to contractors or dealers. 
Permanent position with liberal starting salary 
and bonus for the man who can qualify. Replies 
should be addressed to Box C-584, care of Harp- 
WARE AGe, 239 W. 39th St., N. Y. C., stating 
age, education, and full details of previous ex- 
perience. 





RETAIL CLERKS OPPORTUNITY. LARGE 
DISTRIBUTOR will train one or two young am- 
bitious retail clerks, thoroughly experienced hard- 
ware, house-furnishings, plumbing, electrical sup- 
plies; be in line for open territory. Must have 
the following additional qualifications: pleasing 
personality, neat appearance. State salary, full 
details. Letters kept strictly confidential. Ad- 
dress Box C-577, care of Harpware AcE, 239 
W. 39th St.; N. Y. City. 


BUSINESS OPPORTUNITIES 


FOR SALE: A MODERN WELL-STOCKED 
hardware business in County Seat town in Kansas. 
Address Box C-497, care of Harpware Ace, 239 
W. 39th St., N. Y City. 











WANTED TO PURCHASE: AN ESTAB- 
LISHED hardware business within 75 miles of 
New York City. Give particulars of locality and 
community—stock fixtures—volume of business 
and overhead expense. Principals only. Ad- 
dress Box C-580, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 





OPPORTUNITY FOR EXPERIENCED 
HARDWARE MAN having upwards of four 
thousand dollars to invest. Hardware business 
established three and a half years ago in Arizona’s 
second largest, and fastest growing city, needs 
additional capital and additional experienced man. 
Fine opportunity for someone wishing to locate 
this section. Address Box C-575, care of Harp- 
waRE AGE, 239 W. 39th St., N. Y. City. 





FOR SALE—PROFITABLE LUMBER AND 
BUILDING SUPPLY BUSINESS _ESTAB- 
LISHED PREVIOUS TO 1900 IN PROSPER- 
OUS WESTERN PENNSYLVANIA _ SUB. 
I INDUSTRIAL TOWN. s 
VOLUME WILL REACH _ $200,000. THIS 
YEAR. A MONEY MAKER. PRESENT 
OWNER’S HEALTH BAD. PURCHASER 
MUST HAVE CASH. WRITE BOX C-576, 
CARE OF HARDWARE AGE, 239 W. 39TH 
Si.. MB. ¥. CBR. 
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factory, now in operation. Established 40 years. 
Other business reason for selling. Address— 
Box 15, Elwood, Indiana. 





MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J. 
Epstein, 815 Central St., Kansas City, Mo. 


SALES REPRESENTATIVES WANTED 


WAGON JOBBERS NEEDED IN PHILA- 
DELPHIA, Pittsburgh, Louisville, Milwaukee, 
Illinois (outside Chicago), and all Southern 
States—fast selling hardware specialty for hard- 
ware stores and lumber yards. Address Box 
C-561, care of Harpware AGE, 239 W. 39th St., 
N. Y. City. 














BUILDERS’ HARDWARE. SALESMAN 
CALLING ON jobbers and builders’ hardware 
dealers, who can sell high quality line locksets 
as a side line. Write giving full details. Ter- 
ritories open—St. Louis, Indianapolis, Kansas 
City, Denver, Chicago. Address Box C-581, care 
of Harpware AGE, 239 W. 39th St., N. Y. City. 





OLD ESTABLISHED, MANUFACTURER 
OF GENERAL household’ and mechanics’ hard- 
ware requires one or two additional commission 
sales representatives in several southeastern 
states. Salesmen with established jobber and 
retail clientele only will be considered. Address 
Box C-570, care of Harpware Ace, 239 W. 39th 
=, Bm ZB. City. 


ARE YOU SATISFIED 
WITH YOUR SALES 
IN NEW YORK? 


On a straight commission basis, 
with no drawing account or ad- 
vances, I can offer capable repre- 
sentation, which must be exclusive, 
for not more than two non-conflict- 
ing lines or specialties which are not 
now satisfactorily represented in 
Metropolitan New York. Prefer 
hardware specialties, housewares 
specialties, household electrical 
specialties or gadgets. Must have 
both eye and practical appeal and 
merit volume distribution. 

I am well financed, former bank 
officer, with easily verified, excep- 
tional record as a salesman and 
sales manager in both tangibles and 
intangibles; 42 years old, married, 
college education, Christian. 

I am now establishing myself as a 
Manufacturer’s Representative be- 
cause of having secured the exclu- 
sive sale of an outstanding new item 
which promises to revolutionize its 
field. I will give this territory in- 
tensive personal coverage, calling on 
hardware jobbers, large hardware 
stores, department stores and syn- 
dicate resident buyers — later on 
financing and organizing a _ sales 
force to cover the Eastern states if 
lines warrant. 


Address Box C-579, care of 
HARDWARE AGE 
239 W. 39th St., N. Y¥. C. 














SALESMEN—TO REPRESENT OLD ES 
TABLISHED saw manufacturer offering com- 
plete line of saws, including crosscut saws and 
hand saws, to the hardware trade, opportunity to 
sell hardware jobbers and hardware dealers. Must 
travel most of time and have experience selling 
hardware jobbing trade. Give full details in first 
letter stating age, education, lines now carried, 
territory covered and how often. Address Box 
a -y a of Harpware Acz, 239 W. 39th St., 
N. . City. 


SALES ACCOUNTS WANTED 











SALES REPRESENTATIVE, EXCELLENT 
CONNECTIONS, HARDWARE, electrical and 
other jobbing outlets using electrical appliances is 
open for a few lines in Metropolitan New York 
and Eastern territory, has office and limited stock 
space. Address The Harris Co., 144-21 Jamaica 
Avenue, Jamaica, N. Y. 





MANUFACTURERS’ REPRESENTATIVE 
WITH ENGHTEEN YEARS’ experience calling 
on the hardware and sporting goods jobbers in 
Illinois, Iowa, Missouri and Kansas wants addi- 
tional volume line on commission basis with re 
sponsible company. Financially responsible. A-1 
references. Address Box C-567, care of Harp- 
warE AcE, 239 W. 39th St., N. Y. City. 





LONG ESTABLISHED 


MANUFACTURER’S REPRESENTATIVES A-! 
REFERENCES interested in one additional line 
preferably one selling spring and summer months. 
We solicit hardware, mill supply, automobile ac- 
cessory, chain store, and large industris] trade. 
Territory covered—Metropolitan New York, Southern 
New York and State of New Jersey. 
Address by C-578, eare mAgeyAae AGE 
9 W. 39th St., . City 

















POSITIONS WANTED 


WANTED: WOULD LIKE AN OPPOR- 
TUNITY to represent some company selling 
hardware, kitchenware or furniture in the state 
of Vermont. Fifteen years’ hardware experience. 
Address Box C-568, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 





HARDWARE AGE 
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POSITIONS WANTED 


Hardware Personnel 


Our files centain applications of several hundred ex 
Derienced and Su trained employees in the hard- 
ware industri 

NO CHARGE To see. evens FOR THIS 


i XSSOCIATED PLAGEMENT BUREAU 
152 West 42nd Street New York City 
WIS. 7-1802, 1803 




















EXPERIENCED SALESMAN WITH 
STRONG FOLLOWING among jobbers and 
chain stores in the southwest desires connection 
with reliable manufacturer as sales representa- 
tive. Know the territory and know merchandis- 
ing, have clean successful record and first-class 
references. Correspondence invited. Address— 
P. O. Box 2737, Dallas, Texas. 





POSITIONS WANTED 





POSITIONS WANTED 








AVAILABLE: YOUNG MAN, 30, MAR- 
RIED, experienced supervisor in hardware re- 
ceiving, 5 years’ experience in large New York 
department store. Executive ability with knowl- 
edge of estimating, mechanical ability and expert 
chauffeur, can furnish best references. Address 
Box C-557, care of Harpware AcE, 239 W. 39th 
St.. N. Y. City. 





ARDWARE MAN THOROUGHLY €EX- 
PERIENCED IN retail and wholesale hardware, 
paints, sporting goods and kindred lines desires 
a position = responsible retail firm. Refer- 
ences. Capable of buying, bookkeeping and store 
management. In late forties and good health. 
Free to go anywhere. Middle West or South pre- 
ferred. Salary secondary. Address Box C-428, 
me of HarDWARE hae, 239 W. 39th St., N. Y. 

ity. 





A PROFIT BUILDING STORE MANAGER, 
now employed, desires similar position, but with 
firm willing to pay for actual results. Intimate 
knowledge of entire line. Thoroughly familiar 
with modern merchandising methods. Really ex- 
perienced, with fine record of achievement. Will 
go anywhere desired opportunity exists. Finest 
business and character references. Address Box 
C-553, care of Harpware AGE, 239 W. 39th St., 
N. Y. City. 





MANUFACTURERS’ SALES PROBLEMS— 
ANALYSIS — SURVEYS — distribution — mar- 
keting. Experienced. Also knowledge of build- 
ers’ general and specialty lines, having traveled 
most of the United States. Would accept for time 
of part or entire problem. Address Box C-475, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 


EXPERIENCED RETAIL MAN, WITH 
SIXTEEN years’ retail experience, four years as 
manager, four years as owner, desires position 
as manager in small retail stores, in either Penn- 
sylvania, Maryland, Delaware, Virginia, West 
Virginia, or New York State. Married, 36 years 
of age. Willing to work for straight ‘salary, or 
salary and commission. Employed at present, but 
desires an opportunity to make good with a busi 
ness, as I would my own. Address Box - 
= of Harpware Ace, 239 W. 39th St., 

ity. 


BUILDERS’ HARDWARE MAN SEEKS 

NEW connection either with manufacturer or 
large builders’ hardware dealer. Thoroughly ex- 
perienced in contact work, plan reading, etc. 
Fifteen years’ experience with large distributors 
and nationally-known manufacturer. Well ac- 
quainted with dealers and jobbers in western 
and central New York State. Now located in 
New York State. Most familiar with Yale and 
Sargent lines. Age 37, married, excellent ref- 
erences. Salary and expense or salary, expense 
and bonus arrangement only considered. Address 
Box C-564, care of Harpware Ace, 239 W. 
39th St.. N. Y. City. 


CAN ASSIST SALES OR ADVERTISING 
MANAGER. Young man, 22, has been close to 
the merchandising end of the hardware line for 
the past four years and assistant to the sales man- 
ager of a large New York mail-order wholesale 
hardware house and counter salesman for a bolt 
wholesaler. Seeks position as assistant to the sales 
or advertising manager of a hardware manufac- 
turer or wholesaler in New York or New Jersey. 
Has supervised large mailings, assisted in compil- 
ing catalogues; can type, operate addressograph, 
mimeograph. Now in third year at New York 
University School of Commerce evening classes 
majoring in advertising and marketing. Has rec- 
ommendation of former employers. Address Box 
C-583, care of Harpware Ace, 239 W. 39th 
St., New York City. 











20 YEARS’ EXPERIENCE GENERAL 
HARDWARE and machine tools would like 
line such as drills, taps, etc., so that I could 
call on jobbers and textile in and around Phila- 
delphia. Thirty-seven years of age, best of ref- 
erences as to honesty, character, etc. Address 
Box C-582, care of HarpwarE AGE, 239 W. 39th 
s, B. 2. Cie: 





BUILDERS’ HARDWARE MAN; MANY 
YEARS experience. Now employed, open for 
Position with large retail or wholesale house fea- 
turing builders’ hardware. Thorough knowledge 
of plan reading, selling to architects, contractors, 
home owners and commercial buildings. Best 
of references as to character and qualifications. 
Address Box C-574, care of Harpware AGF, 239 
W. 39th St., N. Y. City. 





SUCCESSFUL HARDWARE MAN WITH 
UNUSUAL experience open for situation. Per- 
sonally acquainted with hardware jobbers, mill 
supply and mail order houses from coast to coast, 
having acted as salesman and manager for past 
25 years for reputable manufacturers, will con- 
sider volume lines on commission basis. Address 
Box C- a care of Harpware Ace, 239 W. 39th 
St.. N. ¥. City. 





WHOLESALE HARDWARE CLERK DE- 
SIRES POSITION jas sales representative or 
clerk. Fourteen years’ experience in general and 
builders’ hardware, sporting goods and kindred 
lines. Now employed with wholesale firm in 
middle West but desires connection with larger 
retail or wholesale concern with chance for a 
vancement. Excellent references. Age thirty- 
four years. Address Box C-572, care of Harp- 
warE AGE, 239 W. 39th St., N. Y. City. 








SALESMAN, PRODUCER AND AGGRES- 
SIVE, MARRIED, thirty-three years of age, 
now employed as sales manager for Western 
jobbing concern, desires connection with large 
manufacturer as direct representative. College 
graduate. Ten years’ experience in merchandis- 
ing housewares ‘and hardware. Excellent refer- 
ences as to ability, trustworthiness and person- 
ality. Location of territory optional. Address 
Box C-571, care of HarnwareE AcE, 239 W. 39th 

Ww. ¥Y. City. 








45 Aulvestionss Used the ’’Classified Section” 





The Classified Opportunities Section of a recent issue of Hardware Age was 
used by 45 different advertisers. 


Some wanted to buy a hardware store—others wanted to sell their hardware 
business; some wanted to secure sales representatives; others wanted sales 
accounts—and others sought various positions in the hardware trade, but all 


sought HARDWARE AGE and used its Classified Opportunities Section. 


Unquestionably their selection of Hardware Age was due to its wide circula- 
tion in the Hardware trade and its proven record to secure RESULTS for those 


who use its “Classified Section.” 


Rates on request. 








HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St., (A Chilton Publication) New York, N. Y. 


) 


A.B.C.—Charter Member—A.B.P. Inc. 
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ouLD you LIKE TO SELL 
OT FINE QUALITY BRustes > 
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HERE IS A DISPLAY 
TO HELP YOU DO IT! 


@ There's a lot of satisfaction in selling 
fine quality paint brushes. A lot of pro- 
fit too! 

So—why not get organized to get that 
type of business ? 

The attractive display, shown at the 
right, is an effective “silent salesman”. 
Put it on your counter—or in your win- 
dow—then watch how sales and profits 
mount. 

It takes but little space (only 9’’ x 23’) 
but it does a lot of selling. 


DISPLAY FREE WITH 
ASSORTMENT 


This bright, colorful display is furnish- 
es without charge when ordered with the 
new No. 37-A Gold Stripe Brush assort- 
ment. And every brush in the assortment 
is furnished free with the special fiber 
Gold Stripe Jacket. 

Write for details regarding this display 
proposition and for full information re- 
garding the money-making Gold Stripe 


line. 


rsooeer © PITTS BURG H 
PLATE GLASS COMPANY 








WAREHOUSES IN 74 CONVENIENT CENTERS @ FACTORY AT BALTIMORE 
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MOLDED RUBBER GOODS 
7 & = & > 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to mans- 
facture most anything for your special re 
quirements. Catalogue No. 50 on request. 


ELASTIC TIP COMPANY 
370 Atlantic Ave., Boston, Mass. 

































BOMMER 


e 
Screen Door Hinges 
are the best of each type obtainable by the 
merchant to ins ea satisfied customer. 





TYPE 960 
BOMMER SPRING HINGE CO., Brooklyn, N: Y. 


TYPE 2100 TYPE 980 TYPE 900 




















jp BRUSHENU COMPANY 


J BALTIMORE MARYLAND 
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Cone-coil safety 

; springs are tucked 

away inside the housing. 

. That’s why so many users 

are immediate customers for the IMPROVED 
Stillson when they see it. 


Fi life in wrench department, ask 
your Jobber about the IMPROVED Stilison. 


THE RIDGE TOOL CO. 
ELYRIA, OHIO, U. S. A. 


Genuine hQMES ef SILENCE 
SLIDE SILENTLY - SOFTLY- SMOOTHLY 
40 SET- 10% SET- 10 sy SAVE FURNITURE 
= & FLOORS-CREATE QUIET 
| » Name "Domes of Silence"’ 

























Domes of Silence 
Rubber Cushion Glides 

For Tile, Marble, Cement and Bathroom Floors. 
Noiseless. Sizes for metal beds, wood beds, large 
chairs and all furniture. 








Ask your Jobber for Genuine Domes of Silence. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St.. N.Y. C. 
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Your town is full 
of Bulletin Boards 


with announcements 
attached by ... 


MOORE Push-Pins 


This single use provides an enormous outlet 
for MOORE Push-Pins and Hangers, 
yet it is but one of the hundreds that keep 









all-metal, 

















revolving sales steadily moving upward .. . especiall: 
display in stores ya the handsome ae re 4 
cabinet shown here. It contains full assortments of 





with each 
assort- 
ment of 


both MOORE Push-Pins and 
MOORE Pushless Hangers 
Order from your jobber 


MOORE PUSH-PIN COMPANY 


Massie of MOORE Push-Pins 
ORE Pushless Hangers 


113-125 Berkley Street, Philadelphia, Pa. 


“CONTROLLED IRREGULARITY" 


A New Principle 
of 
File Construction 

























Means Faster 
Filing 
Increased File 
Sales 


NICHOLSON FILE COMPANY 
Providence, R. 1., U. $. A. 


PATENTS PENDING 


A FILE FOR EVERY PURPOSE 











| actory Built-In Accuracy”’ 


MASONS’ WOOD AND ALUMINUM 
CARPENTERS’ WOOD AND ALUMINUM 
TILE SETTERS’ WOOD AND ALUMINUM 
SAND’S-STEVENS SURFACE AND LINE 


Catalog on Request 


Sanp’s LEVEL & TooL COMPANY ¢ 


8631 Gratiot Ave. DETROIT, MICH. @ 
eeeoe 














HARDWARE AGE 





— 


7 = 








~ =o 












By actual comparison the finest 
watch ever to sell at $1.25! Note 
beautifully etched silver dial, 
modernistic hands. Each watch 
bears the Ingersoll guarantee! 


WITH EACH E M 
CARD OF & 


SINGLEDGE BLADES 


A FREE $1.25 Ingersoll Ensign Watch with 
EVERY 20-package card (5 blades to a pack- 
age) of GEM SINGLEDGE BLADES! Extra 
profit of over 6¢ on each package!...No need 
to tell you that Gem and Ingersoll are two of 

















America’s most famous trade names. No need 
to tell you that this year’s great advertising 
campaigns in all the leading magazines and 
newspapers have stimulated heavily the sale 
of Gem Blades. You'll do plenty of business! 
Order your full allotment from your whole- 
saler today! ...Gem Division, American Safety 
Razor Corporation, Brooklyn, N. Y. 


BEGINS MAY 20th— EXPIRES JUNE 30th, 1937 
SUBJECT TO WITHDRAWAL WITHOUT NOTICE 
LIMIT, S CARDS TO A DEALER 


G¢ EXTRA PROFIT ON EACH PACKAGE 
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CONTINENTAL 


SCREW COMPANY 
New Bedford,Massachusetts 


Warehouses at 
|B) 2 1) malo Ol) Wm -\ 1010) 67. 








